PERPETUAL MOTION PERIODICAL The February issue of McCall’s marks the 20th revenue and 


linage rise in a row—39.3% in ad revenue and 11% in ad columns over last February’s dramatic advance. This is also the 27th 
consecutive issue to show a gain in total circulation, and the 24th to gain in newsstand sales. Each move ahead reaffirms 
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(ne dish can make a meal magnetic 
N Food Section 
SPECIAL Wi! (ne desk can make a room magnetic 
ROMANCE -SUS Decorating Section 
NOVE (ne dress can make a woman magnetic 
COMPLET! Fashion Section 
IN THIS ISSUE 
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BY DR. MURRAY BANKS ‘irst Magazine for Women 


the slipsh eet For issue of February 17, 1961 


an informal ‘‘f.y.i.’’ before you read the issue 


"A rose is a rose is a rose." Maybe so, taking it from the poetic sense of the 
word. But far from it when it comes to marketing a product. You can bet your 
bottom dollar that corsage of roses strikingly encased within a clear package 
of cellophane has a better chance of being purchased than do those lying open, 
en masse, hoping to catch the eyes of John Doe. 


Chances are, all parts being equal, i.e., product and especially cost, it's that 
extra bit of ribbon, added service or free offer that now moves a prospective 
buyer to choose between one of two or more identical items. 


Ad agencies have been doing it for many years -- building their free merchandis- 
ing services as part of overall presentation for their clients. Most of us can 
well remember it being done at the local movie house -- a bag full of candy to 
each kid on Saturday afternoons. 


You'll learn what steps certain marketers are taking this year toward adding 
the "extras" to provide the punch which reels in the purchaser, when you read 
Significant Trends in this issue, pages 17-18. 
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Does Mr. Magoo do the job for General Electric? This issue's lead article, 
"Do Cartoon Characters Really Sell?" examines whether people are getting tired 
of being sold things by people. All your comic favorites, Judge Ferris for 
Stahl-Meyer, Willie the Penguin for Kool's, Speedy Alka-Seltzer, the Telephone 
Company's Wolley Segap and many others are featured in this extensive survey 
of the characters being used and the results that are being achieved by major 
manufacturers and service groups who have a new outlook on the ratio of sell- 
power to smile-power. 


**~ * + + 


Now you see it, now you don't! It's an old magician's trick on an amusement 
stage. But it's no laughing matter when you're talking about profits. During 
the last ten years, competition has grown keener to the point that price- 
cutting has been elevated to one of the major systems used to attract pur- 
chases. Sales Management has brought together five top sales executives to 
discuss how they and their companies are answering price competition. Repre- 
sented: Goodyear Tire & Rubber, Phillips-Van Heusen, Divco-Wayne, Thomas & 
Betts and Dictaphone. Pgs. 0-1. 
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Two great do-it-yourself articles: "How to Grow Old - Rebelliously", by Phil 
Kelly, currently president of the Sales Executive Club of New York, who tells 
a bouncy story of why he's living faster than ever in his autumn years ---- 
"How to run a Do-Something Meeting" - a requirement for each of us who at some 
time or another blows the whistle and calls for an internal pow-wow. 


wi. Voy The Publishers 
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MAKE SALES GO PLACES... 


UNITED AIR LINES JET TRAVEL INCENTIVES! 


You can stir the interest and excitement of your sales- 
men with air travel prizes on United Air Lines, because 
United flies to major resort and vacation areas. United 
J 
jets serve New York and Chicago . . 
Los Angeles and San Francisco . 
ow] 
Mountains and Pacific Northwest . . 


. sunny Las Vegas, 
.. majestic Rocky 
. romantic Hawaii. 


What salesman wouldn’t work harder to win a trip 
to one of these holiday areas? And you can be sure of 
an effective incentive program because United's ex- 
perts will work closely with you to promote the glamour 
of jet vacations. 


Jet travel. for sales incentive is only one of the 
important ways United can help strengthen your sales- 
marketing program. United is also the nation’s most 
experienced airline in group travel for sales meetings 
and conventions. And United Jet Freight can often 
lower distribution costs to major U.S. markets. What- 
ever the job, use United jets... they mean business! 


For more information, call your nearest United Air 
Lines office. Or write to Mr. W. H. O’Donnell, United 
Air Lines, 36 S. Wabash Ave., Chicago 3, 
RAndolph 6-5500. 


Illinois. 
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MAGAZINE OF MARKETING 


A man who's sure of himself— knows what he wants 
in business, and sets out to get it puts special 
value on businesspaper advertising. Here’s where 
you can build results, respect and recognition—for 
your products and your company. The fact is: it 
takes an advertising pro to sell a business pro. 

in businesspapers 


Advertising 
in businesspapers 
means business 


. because businesspapers are 


read by men in a business-frame- 
»f-mind. An adequate schedule, 
with the right kind of copy, in 
the right selection of business- 

| papers is a basic ingredient of every 


balanced advertising program. 
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Advertising works best in a businesspaper 
its readers are sold on...a bought-and- 
paid-for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS ~- 205 E. 42nd St., N.Y. 17, N.Y, 
201 N. Wells SL, Chicago 6, Ill. - 333 Wyatt Building, Washington 5, D. C 
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Advertising 
Do Cartoon Characters really SELL? 


Customer Relations 
New York Is a Foreign Market 
(Burroughs Corp.) 


Marketing Morality on Trial 


Forecasts 


Advertising in Strong Energizing Role 


Leadership 
Loading the Breadbasket for Consolidated Foods 


Industry Promotion 


Lumbermen Out to Reforest Markets 
Marketing Strategy 

Fighting Price-Cutting Competition 

Marketers Look to the ‘Extras’ 


Markets 
Schussing Along with the Ski Craze 


Meetings 
How to Run a Do-Something Meeting 


Personal 


How to Grow Old Rebelliously 


Pictograph 
More Families, More Buying 


Public Relations 


Courting a Lady Editor 


Sales Manpower 


More “T.S.P.’s” Wanted in Sales 


CONTENTS Vol. 86, No. 4 


Value Line Investor's Counsel, Inc. 


In the issue of January 6, page 42, it was stated in error that 
Peter B. B. Andrews “was recently elected president of the Value 
Line Investor’s Counsel, Inc., a wholly owned subsidiary of Arnold 
Bernhard & Co.” Mr. Andrews resigned from that position on 
Sept. 15, 1960 and has not since that date had any connection 
with that organization. Currently he is an economic and financial 
consultant to a number of companies. 
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HIGHLIGHTS 


CARTOON SALESMEN—CAPERS AND CAPRICES 


SELLING 


SKIS ARE 


Whether or not the advertising antics of the cartoon 
character really pay off has a lot of people wondering 
these days. Although such old favorites as Piel Brothers’ 
Bert and Harry have been mysteriously dropped, GE is 
set to bet heavily on Mister Magoo for bulb sales, and 
Stahl-Mever is adding to its stable of cartoon salesmen. 


Page 35 


WITH A ‘PINK SCREW’ 

What's the “pink screw” that gets a customer to ignore 

competitors’ price cuts? It’s the extra value —the sales 

dividend that makes it more appealing for him to buv from 

vou — according to five top marketing execs who divulge 

their companies’ tactics in the war against price cutters. 
Page 40 


JUST THE BEGINNING 


. then come the clothes, the tows, the lodges — and 
a mountain of after-ski needs. As more and more resorts 
fill up with an “explosive growth” of American skiers, 
there's a marketers’ field-day lining up for unlimited tie-in 
products. Page 42 


GLAD-HANDS ACROSS THE SEA 


In contrast to the hit-or-miss technique with which a lot 
of New York-headquartered companies wine and dine — 
and handle — visiting prospects of their overseas divisions, 
Burroughs Corporation’s well-oiled approach stands out 
as a master plan of profitable PR. Page 93 
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Advertising 


Dynamarketer 


From the Editor’s Side Pocket 


Human Side 


Letters 


Marketing Newsletter 
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Index Marketing on the Move 


Weathervane Marketing Pictograph 
Scratch Pad 
Significant Trends 
They‘re in the News 
Trends in Packaging 


Worth Writing For 69 
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For the man who likes a challenge businesspaper 
advertising is exciting stuff. It demands your best. 
Here’s a real test of creativity, for you're selling to 
fellow pros—men who know their business. You’ve 
got to know your business and communicate in a 
businesslike way...in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read for profit, not for pleasure. 
Here’s one place you'll always 
find prospects—reading with their 
minds on business—wide open 

to ideas and products that 

can help them on their jobs. 


atte, 
7 
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People pay for businesspapers they want 
-+-read the businesspapers they pay for. 
Note: All ABP papers are ‘“‘Paid"’. 

ASSOCIATED BUSINESS PUBLICATIONS « 205 E. 42nd St., N.Y. 17, N.Y. 


201 N. Wells St., Chicago 6, III. 
333 Wyatt Building, Washington 5, D. C 
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is your 
business case 
an asset 

or a liability? 


Arce your salespeople creating aproper 
image of your company and product? 

They are when they carry a Stebco 
Case ... because Stebco cases are 
guaranteed to keep their brand new 
appearance for many, many years. 
Over 250 styles available in your choice 
of Finest Top Grain Cowhide or our 
exclusive patented Tufide—Guaran- 
teed 5 Full Years. Custom cases too— 
specially designed with your business 
in mind. Just one of Stebco’s many 
teatures—DuPont Nylon Safe T Edge 
the most indestructible “Bodyguard” 
a case could ever have. 

So... When first impressions count 

. count on Stebco, America’s Best 
Business Case Buy. 


Stebeo propucts 


Chicago 7, Ill. 
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Boil down the whole mix of market data and three big facts 
send Milwaukee simmering toward the top of your newspaper lists e Only 
eight cities have a bigger daily newspaper e Only five of the 20 largest 
metropolitan areas top Milwaukee in retail sales per family e In 
none of these billion-dollar retail markets can you get the economical 
one-paper coverage of 9 out of 10 homes provided by The Journal in the 


Milwaukee metropolitan area. 


THE MILWAUKEE JOURNAL 
Member of Million Market Newspapers, Inc. «+ New York 
Chicago - Detroit « Los Angeles «- San Francisco 
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Minolta 
16" 


ACTUAL SIZE 


Now selling in over 6,000 photo shops in 
every city in the United States af S 3 Q95 


Regular 3 x 4 inch snapshots. Even takes indoor pictures without flash. 
Color slides to fit any 35 mm projector. (Ideal for sales meetings, trade shows, store 
and window displays.) 


Wide choice of Kodak and Ansco film sold in Waccliaes tee ites Silat ie Hones ernie 
all photo stores: Kodak Panatomic-X; Kodak an F pi eal aa a 


Plus-X; Kodak Tri-X; Kodachrome; Click in shutter speeds 1/30 to 1/500 and B. 
Anscochrome. Internally synchronized for electronic flash 
Automatically in focus 3.5 feet to infinity. and bulbs. 


World famous precision-made 4-element Price includes soft leather case, wrist strap 
22 mm, f:2.8 Rokkor lens. Stops down to f:16. and UV (haze) filter. 


Completely Automatic! 


ess release Slide camera back into case. take your next picture. 


sc: MINOLTA CORPORATION 


INFORMATION 


WRITE TO 200 Park Avenue South, New York 3 


Sales Management February 17, 1961 


IY L NOTES FROM THE EDITOR'S SIDE POCKET 
seated EEN ERA TOOT RELL IIT AERA ETT EE TE 


More ‘Soft Sell’ for the FTC 


Our Washington man reports that the Kennedy Administration is 
almost sure to beef up the staff of the Federal Trade Commission. 
The Eisenhower budget proposed a personnel increase of 25% for 
the FTC, and President Kennedy is expected to approve something 
quite close to that figure. 

The important thing about that 25% is where within the FTC 
the new men will be put to work. We'll be watching it closely for 
you, but I expect to see a major increase in the staff of the Com- 
mission’s so-called Bureau of Consultation. This is the part of the 
FTC that specializes in “voluntary compliance” — in educating and 
informing businessmen, in helping the careless company eliminate 
shoddy marketing practices, and in getting entire industries to 
clean up unfair practices uniformly and simultaneously without any- 
one’s being hurt. 

I'll be glad if the Bureau of Consultation gets more staffers, for 
it would be reassuring to see more emphasis put on educating and 
informing businessmen and treating them equitably. The Commis- 
sion has proved for decades that it knows how to carry the big stick, 
and, of course, I still think the big stick should be wielded vigorously 
on those who know the Law and how to break it. But the new 
emphasis on voluntary compliance will be most welcome. 


Test of Sales Enterprise 


Throughout 1960 speakers wailed that old-time salesmanship had 
disappeared. To prove their point, most of them singled out the 
poor auto dealer who, they said, never once bothered to send a 
salesman to knock on their door to find out if they might be in 
the market for a new gas-buggy. Auto dealers countered that the 
economics of auto selling today won’t permit cold prospecting. But 
what about calling on live prospects? 

Here’s what we think would make an interesting experiment and 
one that we would like to hear about. The next time you sell your- 
self on the idea that you need (or would like to buy) a new car, 
call one or more local dealers. Tell them you're interested and ask 
if they'll send a car over for demonstration. Then, let us know what 
happens. Will they send it? Or will they ask you to come to them? 

We know what would happen if you called an insurance broker 
with such an invitation. But is that the only business left where 
smart selling is still considered worth the trouble? 


After Saturation — What? 


The retail telephone selling course being circulated to department 
stores free by The Bell Telephone System started me thinking about 
other examples of the company’s continuing aggressive marketing 
practices. In spite of the fact that AT&T is the uncontested giant 
in its field with a largely saturated market, it has dreamed up flat- 
rate long distance, color telephones, automobile telephones, weather 
and time information services and any number of other ways to 
increase those message units. 

It spends large sums on advertising each year, to which must be 
added the cost of training guides, flip charts, tapes and films fon 
this retail selling course and similar promotions. The company is 
constantly experimenting to find new products or improvements on 
old ones. (By June of this year, AT&T hopes to have in operation 
an improved automobile telephone developed for it by General 


Electric.) (continued on page 9 


NEW PRODUCTS FOR 
MARKETS THAT DIDN'T EXIST 
A FEW YEARS AGO 


Products change. So do markets. Some 
expand. Others are stable. Yet new ones 
are born almost daily. With such activity, 
how can you protect present markets and 
explore new ones? It’s not easy. But many 
firms consider the pages of Industrial 
Equipment News as a vital medium to 
maintain these marketing goals. 

IEN, the original product information 
newspaper, showcases new and improved 
products to more than 81,000 buyers and 
specifiers in al! industries each month. 
They read IEN for one purpose: Product 
Information. They study it, looking for 
their current product needs. No marketing 
program is really complete without IEN. 
Our new Market Data File gives 

you the specifics on its impor- 

tance as a communications tool. ( 

It’s yours for the asking. 


INDUSTRIAL 
EQUIPMENT NEWS 


Thomas Publishing Co. * Product information Headquarters 
461 Eighth Avenue, New York 1, N. Y 


Industrial 
nEquipment ) 
ews = | 
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YOU MCSSAQC. +444. Yin the best possible atmosphere 


This is the one _ that sticks just to the services for which it is named and further con- 
fines itself solely to the industrial-big building field. No residential, no plumbing, no 


refrigeration! 


This is the one — that, because of its specialized, clearly focused editorial, has a unique 
appeal to ALL of the four purchase-control factors in this market: the consulting engineers, 
mechanical contractors, engineers with industrial plants, and engineers with large buildings. 


No gaps, no untouched bases! 


This is the one — that provides not just distribution for the sake of numbers but gives 
you provable, fully paid circulation of the decision-makers in your field. Each reader pays 


for it directly, individually, voluntarily. 


And this is the one that, because of these distinguishing features, leads by over 2 
to 1 in advertising volume, has more advertisers, and is used on an exclusive basis by more 


advertisers. 


This is HEATING, PIPING & AIR CONDITIONING... . a Keeney publication, 


6 N. Michigan, Chicago 2. 
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THE EDITOR'S SIDE POCKET 
a 
SMF (Continued) 


The usual practice for a company with such a dominant position 
in its industrv and such a saturated market is to coast a while and 
seek increased profits through diversification. The only diversification 
that AT&T has tried is diversification in the consumer’s use of its 
product, and it seems to me there’s a lesson to be learned here. 

AT&T is cognizant of a basic marketing truth — it knows that if it 
doesn’t do all these things someone else will move in, and it will 
lose that top marketing slot. 


Experiences Uncommon to All 


We're all aware of change. We are constantly being reminded 
that a bigger and bigger hunk of the market is now comprised of 
the young and the very voung. And we can see the breathless excite- 
ment of many marketers, especially in household goods, as the 
anticipate the full bloom of household formations by the war baby 
bulge. 

Keeping all this in mind, I was nonetheless amazed, almost shocked 
by a chart titled “Economic Experience of the American Population” 
which was issued recently by the National Industrial Conference 
Board as part of its weekly Road Maps of Industrv series. 

It shows, for example, that 107.1 million Americans — 59.2% of 
the population—have “no adult experience” with World War IL. 
Furthermore, 64.8% (117.3 million) has no adult, or first-hand, expe- 
rience with mass unemployment, and 79.3% (143.6 million) was not 
of age for the crisis of 1929. 

It seems to me that although we are generally quite conscious of 
age per se in the markets we serve, we don’t always remember the 
vast variations in human experience that go along with these dif 


ferences. And this is true, too, for the differences that accompany 
such forces as geographic and ethnic background. 


After all, from experience comes learning, and from this come the 


responses of our customers—and our own successes and failures 


What Makes a Bank, a Bank? 


Banks alwavs knew what thev were supposed to look like and 
represent, in the past. They were built out of materials such as 
granite and limestone. Their architecture was usually sturdy, classical 
Everything looked as if it was meant to last a hundred years at least 
But recently, banks have joined in the move to be neighborly and 
friendly. Thick walls were replaced with glass and tellers’ cages 
gave way to counters. Perhaps these changes are good for bank 
business and perhaps not. In a study recently completed by the 
design firm of Lippincott & Margulies, it was learned that the average 
bank customer wants his bank to be authoritarian, not friendly o1 
neighborly. Also, he has a low regard for banks which make it too 
easv for him to get a loan. 

Banks with the highest ratings in the study were those thought 
to have a large number of corporate accounts, a moderate rate of 
interest in the customer, a large number of branches, and extensive 
foreign banking. Women even more than men, the study showed, 
prefer a more authoritarian or paternalistic type: of bank 

We can only wonder who the experts were who sold the banks 
on going “modern” to the point where many now either resemble 
a supermarket or a museum of modern art. A modern “image” doesn’t 
always pay 


Direct your sales message to 
the check signers in hospitals 
...the executives in adminis- 
trative positions who buy 
pharmaceuticals and drug 
room supplies. 

Your advertisement in HOS- 
PITALS, Journal of the Amer- 
ican Hospital Association, 
more effectively and economi- 
cally helps you influence all 
persons having a voice in pur- 
chasing pharmaceuticals for 


hospitals. 


Sales Manager 

HOSPITALS, J.A.H.A. 

840 North Lake Shore Drive 
Chicago 11, Illinois 


Please send information on the hos- 
pital’ market for pharmaceuticals. 


EES ESTES EE. 
Company___ ss 
Principal Product_ 


Street. PoE FES 


_Zone___ State. 
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ABC-TV’s 2 Nielsen 
worth a 2 minute 
investing 2 million 
network television 


Already the facts of I96I are crystal clear. The competitive markets where the viewer can choose 
all three networks give each network the acid test, and here, ABC-TV emerges as the leader. 
What's more, the only brand new shows in the top five (My 3 Sons and The Flintstones) are on 
ABC-TV. The chart on the right clearly indicates that the big trend is to ABC-TV, and as we 
keep on saying...there is nothing harder to stop than a trend. 
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rating point lead is 
study by any advertiser 
or more dollars in 


What network is first in the current 
Nielsen TV Report* for 1961? (Ang it’s 


consistently so.) 


3 Network 


Rating Share of Audience 


ABC-TV | 21.3 37.2 


(What network has the most half-hour 
firsts in the current Nielsen TV Report* 


for 1961? (Your chances for success are best on 
‘ABC-TV; third only 12% of the time, Network Y, third 
2% of the time; Network Z, third most of the time.) 


Half-hour Half-hour Half-hour 
Firsts{ Seconds Thirds 


22 6 


tee 


Nhat network has 3 of the top 5 pro- 
jrams inthe current Nielsen TV Report* 
‘or 1961 ? (ABC- TV is the trend-setter—not follower.) 


-TV | The Untouchables} 37.9 


/ eee = A 
T uuNnsmoKe 34 


“ 


WwW. 
My Three Sons |32.9 
The Flintstones |30.7 


Source: Nielsen 24 Market TV Report week ending Jan. 15, 1961. 
erage Audience 7:30-11 PM Monday through Saturday, 6:30-11 PM 
unday. ABC-TV and Network Y tied for one-half hour. 
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How to Court a Lady Editor 


There may easily be a gal who has 
been living for weeks in a rest room 
at Chicago’s vast Merchandise Mart 
Why not? It’s the most comfortable 
place in the building and, if she 
brought her own Metrecal, she won't 
even be bothered by hunger pangs 
Evervthing else necessary to comfort 
and well-being are right there, in that 
one splendid room 

This salon—the 
home furnishing 
called ‘The 


restoration 


answer to every 


editors dream—is 
Restoration Room, and 
in this case, has nothing 
vhatever to do with a certain un- 
comfortable period in English history 
his is a place for tired women editors 
to get their batteries recharged. Who 
is the angel who put up the ducats 
necessary for such luxurv? Not a cos 
metics house—but Motorola, Inc of 
ll people 


> Motorola's Restoration Room came 
into being when a certain public re- 
lations lady spent an entire day tramp 
ng through the miles of rooms and 
orridors at the Mart, the countrv’s 
iggest commercial office building. By 
dav’s end she looked like the Mother 
f the although she’s an at 
ractive gal): Her stockings had de- 
veloped ladders; her joints ached. She 
went back to her hotel, took two 
soaked for an hour in a tub 
ind canceled her dinner date 

Next dav, in a somewhat 
reasonable frame of mind 


| 


Rac c 


ispirins 


more 
she began 


ruminating on the subject. And she 
interviewed women editors still tramp- 
ing around those hard, cold, comfort- 
less corridors. Sure, they told her, it 
was nothing to get back to the hotel 
after a dav in the Mart, with feet 
swollen twice normal size, and some- 
thing should be done about the situ- 
ation. 

So this PR gal approached Motor- 
ola, which, she knew, has alwavs 
tried to extend some welcome to home 
furnishings editors at these semi-an- 
nual assemblies. Routine parties, she 
told the company, are just a drain on 
editors’ time. It would be a far more 
welcome public relations gesture if 
Motorola would set up a place where 
women Merchandise Mart 
could repair for repairs. 

Motorola fell on the idea like a 
sea gull discovering floating orange 
peel. ; 

But problems arose: The first was 
where to find, in the Mart, available 
and suitable space. The building is 
crowded; small, convenient space of 
this kind is, like a good man, hard 
to find. But the Mart’s Press Depart- 
ment came to the rescue. It had a 
small space formerly used as a store- 
room. Motorola grabbed it and began 
the revamping process. Cabin Crafts 
lent a lush white carpet. Simmons 
Co. provided a storage unit; two com- 
fortable chairs came from the Coch- 
rane Furniture Co.; fabric for a mirror 
and dressing table was donated bv 


visitors 


REST FOR THE WEARY FEMALE is Motorola’s offering at Merchandise Mart. 


Waverly Fabrics. Brach-Allen passed 
over a fine lamp. 

The next step was to find a cos- 
metic company that would cooperate. 
One call, to Kay Vincent, director of 
consumer relations for Revlon, licked 
this problem. She arranged for the 
services of one of Revlon’s department 
store representatives in the Chicago 
area. Revlon furnished all the neces- 
sary cosmetics, free. Since Revlon 
couldn’t provide a professional mas- 
seuse, one was hired from Kellberg 
Institute in Chicago. Her job is to 
massage weary, swollen feet with oil 
and follow this with an alcohol rub. 

A bagful of other little niceties 
has been added to the package. At 
all times, needles and thread in as- 
sorted colors are on hand. Hosiery is 
stocked in a variety of sizes, to take 
care of an irreparable run. Aspirin, 
Alka-Seltzer, Tums, Wash n-Dri pads 
for the hands are there in quantity. 


> Oxvgen tank? Sure. It’s for those 
suffering from sinus, sniffles, exhaus- 
tion and — just plain old hangover. 

Naturally background music plays 
softly from a Motorola FM radio at 
all times. 

Since the rush of females on the 
room might play havoc with all this 
creature comfort, appointments are 
booked every 15 minutes—adequate 
time, Motorola found, for the restora- 
tion treatment, yet not enough to in- 
terfere with deadlines or the next ap- 
pointment. 

Three weeks in advance of the 
Home Furnishings market, a press 
pass, in a light vein, was mailed to 
editors (female type) across the coun- 
trv. They were invited to come in as 
often as they felt like. When the show 
opened, 69 editors (men who tried to 
get in weren't admitted or counted) 
dropped by the Restoration Room for 
the works. 

Motorola feels, from the PR point 
of view, that this gesture on their 
part represents a simple idea that 
takes into consideration the other 
fellow’s problem and does something 
about it. It was, in effect, a way of 
saving “thank you,” and it was proof 
that there can be happy cooperation 
between manufacturers when a good 
idea presents itself. 


Another Good Housekeeping First 


in the Women’s Service Field! 


“MATCH-A-MARKET’ PLAN 


> REGIONAL EDITIONS Pall page, b/w. 86,750 


SPACE: Full pages, double columns, horizontal half-pages. B/W. © EAST CENTRAL 


2 color or 4 color one Full page, b/w. . .$3.700 


BLEED: full pages free, 5% extra 4% and % pages 
pias ? ; ie s WEST CENTRAL 
MARKETING AIDS: a variety of merchandising services 3 Full page, b/w $4,450 
¢ Retail promotions ¢ Hearst Trading Areas 


¢ Consumer Panel System of Sales Control SOUTHERN 
market surveys ¢ Buyers Guide Listing % Full page, b/w. . . $4,350 
CONSUMERS GUARANTY SEAL: available to regional adver- 
tisers meeting requirements; provides unique sales power based on 
tremendous public confidence. 4 out of 5 women* are influenced in 


@ PACIFIC 
Full page, b/w. . .$3,550 
buying decisions by Good Housekeeping Consumers Guaranty Seal. , ; 
7 : ; : . : Figures shown in each marketing region 
Share the prestige enjoyed by leading advertisers in the unique 


. ‘ . ‘ - . on map represent 
climate of confidence achieved only by Good Housekeeping. circulation base, March, 1961 
*Crossley S-D Surveys 


GOOD HOUSEKEEPING G5. 


* 
MAGAZINE AND INSTITUTE Lees soveansce 1S 
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Chilton’s Raw In action... 


MEASURE “es 


A SALESMAN 24 


WASHINGTON 


Evaluating a salesman’s performance against his territory’s potential calls for 
reliable and complete market information. 


Raybestos—Bridgeport, Conn., manufacturer of brake linings and other 
friction materials—did it with an assist from Chilton’s Marketing Assistance 
Program (M-A-P). 


Using Motor Age’s Automotive Marketing Guide, Raybestos determined the 
number of auto registrations in every county in the U.S. Each auto represents 
a brake lining prospect. By multiplying the number of autos per county by 
Raybestos’ national average sale per car, it was easy to measure each sales- 
man’s true sales potential. 


Census data on automotive wholesale volume by counties, also contained 
in the Marketing Guide, provided a further check on each salesman’s effec- 
tiveness. With this knowledge, the company’s total marketing program has 
been greatly improved. 


Additional M-A-P information on where automotive service work is done 
is helping Raybestos distributors key their promotion and selling efforts to 
the volume retail outlets. 


Before you invest your money in research, find out what Chilton knows 
about the 23 trades and industries covered by its 19 publications. 


Chilton 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. NB) 
Department Store Economist » The Iron Age » Hardware Age « The Spectator « Motor Age « Auto- 
motive Industries « Boot and Shoe Recorder » Commercial Car Journal + Distribution Age » Butane- 
Propane News e Electronic Industries + Aircraft & Missiles « Hardware World « Optical Journal and 


Review of Optometry - Jewelers’ Circular-Keystone « Food Engineering « Marine Products » Gas 
Product Design & Development « Business, Technical and Educational Books e Chilton Research Services 


CAMDEN 
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SALES MANAGERS... 


how much 1s 
a pound of 


time worth? 


. 

K xtra sales. Air Freight has 

given new dimension to 

marketing. Emery Air 

Freight gives same day 

or overnight delivery anywhere 

in the United States. The whole 

United States, time-wise, is now one big 

“local market.” Air freight has also added 

extra days to peak sales periods. The result: 

more sales and bigger profits. Take advantage 

now of the speed and reliability of Emery Air 
Freight by specifying “Ship Emery Air” on ship- 
ments to your customers. To find out how much faster 
Emery can deliver your shipments to any point in the 
nation, call your local Emery man, or write... 


/EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 


aii Mf SIGNIFICANT TRENDS 


Marketers Look to the ‘Extras’ 


In the past couple of months, Pan American World 
Airways has been making something of a splash 
with an extensive promotion of its new “World- 
Wide Marketing Service.” This service, the ads 
claim, offers three things to the marketer: infor- 
mation (economic conditions, markets, distribu- 
tors, financing, market news, etc.), transportation 
(faster, more convenient, less red tape, lower 
rates, etc.), and representation (offices with Ameri- 
can know-how around the world, etc.). 


Most if not all of these services have been offered 
for some time by Pan Am. But now it is following 
a path soon to be tread by greater numbers of 
marketers: All the little “extras” they have been 
forced to add to satisfy purchasers in the face of 
increasing competition are rolled into one neat 
ball, labeled, and offered as a giorious, mouth- 
watering package. In short, they are turning all 
their annoying, costly, niggling little defensive 
services into a single offensive marketing weapon. 


Many companies are in Pan Am’s shoes. Their 
“product” and prices are standardized. The whole 
difference between them and their competitors is 
strictly intangible. Generally, it is referred to as 
service. And a customer can’t see or feel service 
until after he has bought. Some industries, such 
as transportation, advertising agencies and man- 
agement consultants have only their services to 
sell. They have naturally gravitated toward the 
marketing of the impressive “package.” And, as 
other industries become more plagued by similar- 
ity in price, product and quality, they, too, will 
adopt this marketing form. 


Most marketers have been loaded down with 
services already. Industrial suppliers have been 
greatly expanding their customer research and 
development facilities. Suppliers in nearly every 
industry offer their customers engineering or 
troubleshooting aid. Consumer marketers have 
been forced into backing up their retailer cus- 


tomers with longer guarantees, market research 
service, more merchandising. 


Companies in nearly every field are offering faster 
delivery, assuming more inventory responsibility 
and catering more to customer wishes in general. 
No longer content with simply discovering their 
customers’ needs, they are going to their cus- 
tomers’ customers and beyond in their efforts to 
attract sales through service. 


And the griping can be heard for miles. Although 
marketing has been rather stoical about the reams 
of fringe benefits it has had to supply, the expres- 
sion “forced to offer” is heard behind the scenes 
far more often than not. To stay ahead, the mar- 
keter continues to offer new extras to his cus- 
tomers. When he does, it is the signal for his 
competitors to match him. 


Extras Are Often Soft-Pedaled 

Up to now, the great number of sales executives 
have had their eyes glued to the profits column 
when they talked extras. Often, salesmen have 
been told, “We'll do it for them if they insist, but 
don’t you bring it up.” Cost was — and still is — 
paramount. 


And they wind up having to supply the extra 
service anyway. Even though the salesman plays 
down the costly extras, purchasers manage to 
root it out of him somehow. And the marketers 
who realize this are the ones who are beginning 
to decide to turn their liabilities into sales assets. 


At the very least, they are allowing salesmen to 
put more and more emphasis on the extras when 
they sell. They have found that this more real- 
istic approach not only makes up for the lack of 
true product and price difference, but hits the 
value-oriented purchaser in his softest spot. 


But a great number of marketers are going one 
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-SV7 SIGNIFICANT TRENDS 


(continued) 


further. They are going out of their way to point 
out, in their advertising and promotion material, 
the type of service they offer. Ads that play up 
full-line selection, or on-time delivery, or fast, 
quality servicing, or top quality application engi- 
neering aid, or any of a dozen other services as 
big as or bigger than the product itself are becom- 
ing the hard and fast rule rather than the excep- 


tion 


\ select few add a final touch: the creation of a 
marketing package. In this, product, quality, price 
and the other standard selling points become 
merely equal parts of the sales offer. In fact, it is 
the extras—as in the Pan Am _ package — that 
really make it 


Industrials Take the Lead 

Surprisingly, it appears that the industrial mar- 
keters are taking the lead with this type of mer- 
chandising. Unlike the consumer goods adver- 
tiser, the industrial advertiser is not in a position 
to create a real “demand” for his product. There 
is no fooling around — the purchaser knows his 


exact need, and will buy from the supplier he 


feels can best fulfill it. So the industrial supplier 


must use the package of extras to create the 
excitement the consumer goods marketer can 
often arouse on the strength of product promo- 


tion alone. 


One current example of such a program is the 
Texaco “Stop Loss” program which “helps cut 
plant-wide maintenance costs as much as 15%.” 
In Texaco’s ads, not a single mention is made of 
price or product quality; it is presumed to be as 
good as the purchaser can get anywhere. What 
the ads do offer is a program that can “reduce 
lubes needed by as much as 50%” and which can 
“cut purchase orders by as much as 80%” as well 
as extend equipment life and reduce unscheduled 
downtime. Basically, it amounts to an organized 
plan for using multi-purpose lubricants and elimi- 
nating duplication. But, somehow, it sounds like 


a lot more. 


Another example is a campaign being run for 
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General Electric motors. Although the program 
might profit by the addition of an exciting name, 
the package concept is definitely there. The ads 
offer five things to potential customers. They are: 
expert motor application aid; easier mounting; 
fast, on-time delivery (and hence lower inventory 
costs); better design to add appeal to the end 
product; and a nation-wide network of service 
stations to provide fast, local service. And “you 
get these added values at no extra cost.” Only a 
quarter of the advertisement is devoted to the 
product itself. 


It Won‘t Cure All Ills 

Of course, creating a promotional package is far 
from a panacea. There is no guarantee that the 
competition will not follow suit. And, unless ap- 
proached carefully, the promotion of a number of 
extras could nicely remove all the profit from the 
business. By no means should a company dream 
up a basketful of unasked-for services just to 
create a good selling story—unless those services 
are far less expensive than most. 


Moreover, the marketer who has a decidedly 
stronger product or price story than his competi- 
tors, or who sells made-to-specification products 
primarily, would probably have little need for 
this technique. In fact, there is a good chance 
that such a broad approach would miaterially 
weaken his story by taking the stage away from 
his real advantages. 


But the company that (1) has a product with 
quality and price comparable to its competitors’, 
(2) already offers (or grudgingly performs) a num- 
ber of services for its customers, (3) and cannot 
rely on constant, sweeping innovations to attract 
attention, may well find it worthwhile to investi- 
gate the possibilities of using a little showmanship 
to put across a package rather than just a product. 


It may mean adding a service here or there to 
plug an obvious gap; it may mean advertising 
more than usual; and it may even mean a lower 
short-term profit. But more companies will be 
doing it. 


Copyright 1956, The New Yorker Magazine, Inc. 


The New Yorker creates 


‘*“The New Yorker has been instrumental in creating 


informed of the important 


the great interest that now exists in the American trends in contemporary drama.” 


theatre. With its coverage of the Broadway and Off- 
Broadway scene, as well as the latest happenings in 


London and Paris, [he New Yorker keeps its readers Dore Schary 


this is 
Illinois’ 


TOP CITY 


POPULATION: 


Largestin Illinois, outside Chicago 
. 128,075 persons. 


RETAIL SALES: 


HighestinlIllinois, outside Chicago 
. month after month. 


INDUSTRIES: 


More industries than ‘any city in 
Illinois outside Chicago .. . 482 
of them! 


GROWTH RATE: 


Fastest growing metropolitan area 
in Ilinois . . . 37.9% in last decade. 


Jentally, the Rockford Newspapers 
ore ROP retail color linage i 
ths of 1960 than any other newspaper 

state, INCLUDING CHICAGO! 


the first 


FIRST 
in ILLINOIS 
in 
Population 
and 


ROCKFORD Sates 
Outside 
MORNING STAR € 


Chicago) 
Register-Republic 
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PRIVATE LABELS BENEFIT 


Chicago — One of the big advantages 
that nationally advertised brands have 
over private labels, namely nation- 
wide distribution, may soon be gone 
—at least for products suitable for 
machine vending. Automatic Canteen 
Co. of America, having helped win 
consumer acceptance for vending ma- 
chines by featuring nationally adver- 
tised brands, is talking about capi- 
talizing on this acceptance to market 
private labels. 

Citing one example of the success 
that is possible, the company pointed 
to the unsuccessful attempt by Beech- 
Nut Life Savers, Inc., to market a 
candy bar called “Scoop” through 
normal channels. Canteen bought the 
product, changed it slightly and sold 
it through vending machines. Can- 
teen says that if it works for candy 
it could also work for such products 
as toothpaste, razor blades (placed in 
drugstore vending machines), and 
other items. 


RESEARCH SAMPLINGS 
Chicago—“Sales of convenience prod- 
ucts grew ten times as fast as grocery 
product sales generally.” This comes 
from the A. C. Nielson Co. statistics 
on 1959 vs. 1960. Some other inter- 
esting facts gleaned by the marketing 
research firm: Sales of new or im- 
proved brands grew eight times as 
fast as all commodity sales; the lion’s 
share of the consumer’s food dollar is 
spent on major advertised brands; 
larger packages are in greater favor 
than ever before. 


DEDUCTIBLE DIARY 


Washington, D. C. — Salesmen whose 
travel expenses are questioned by In- 
ternal Revenue Service will find im- 
portant implications in the Tax Court 
decision won by Joseph L. Weinfeld 
of .Weymouth, Mass. Representing 
three glass manufacturers in 13 north- 
eastern states in 1955, Joe hit the 
road for 300 days and 85,000 miles 
in his own car. Calling on whole- 
salers of electrical, plumbing, tile and 
building materials, he deducted $7,000 
for business travel expenses. IRS dis- 
allowed every cent of it on grounds 
of lack of substantiation. 

Without a lawyer, Joe presented 
his own case, citing a daily diary in 
which he recorded his travel costs, 
only part of which were paid by 
check. The court overruled IRS and 
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admitted the diary as evidence, say- 
ing, “We accept it as an adequate 
way to substantiate petitioner’s travel 
expenses.” Noting that auto costs were 
less than 4 cents a mile, the court 
ruled that even if the mileage was 
less than claimed, the deduction was 
reasonable. 


FOUR-FOOTED CONSUMERS 


Chicago — The sale of pet items, in 
food chains alone, hit $250 million 
last year. Riding the crest of this 
boom is John Morrell & Co., makers 
of Red Heart dog food. The company 
is advertising through a variety of 
20-second and one-minute spot TV 
commercials in major metropolitan 
markets. The theme: “Now dogs can 
eat as well as people do.” And the 
company produces a_ fancy-looking 
“Certification of Nutrition” to prove 
it. 


RENT A FLYING SAUCER 


Boston - By 1971 we will be renting 
atom-powered cars that take to the 
air or skim along the ground, says 
Avis Rent-a-Car. The company has 
blue-sky ideas for completely auto- 
mated rental stations that, with the 
aid of remote control booths and 
closed-circuit TV, will permit one 
agent to handle as many as ten sta- 
tions. To receive his car keys, a driver 
will merely step into a booth, flash 
his driver’s license at a TV screen, 
and record a verbal rental agreement 
on video-tape. Automation will even 
screen drunk drivers: A red light will 
flash on when a customer has alcohol 
on his breath. 


The Survey Says* 


ion the MOVE 


THE MORE THE MERRIER 


New York — There'll be more fish than 
ever in the competitive pond, reports 
the U.S. Trademark Assn. A total 
of 18,436 trade-mark registrations 
were issued last year; that tops the 
previous year’s figure by 116. 


COMPETITION IS HERE 


St. Joseph, Mich.—The test of whether 
or not the Norge Division of Borg- 
Warner made the most of its head 
start with coin-operated dry cleaners 
(see SM, Jan. 6, p. 49) is beginning. 
Whirlpool Corp., hard on Norge’s 
heels, made its own machines avail- 
able to dealers early last month. 

With marketing strategy similar in 
some ways to its early-bird competi- 
tor’s, but much less ambitious and 
expensive on the individual dealer 
level, Whirlpool offers a modernistic 
geodesic dome installation housing 
six machines for approximately $25,- 
000. But unlike Norge, the company 
will also sell its machines in single 
units. With the other leading appli- 
ance makers hard at work on their 
own machines, the competitive pic- 
ture will be a hot one to watch. 

An additional bit of excitement 
comes from a potential customer, Au- 
tomatic Canteen Co. of America, 
shopping for the right machine for 
ambitious service vending installa- 
tions it plans for the future. 


SOVIET SUPER MARKETS 

Moscow — There is no place else the 
super markets can go; they've finally 
reached Siberia. Chain Store Age re- 
ports that the supers are gradually 
spreading throughout the Soviet Union 
from Moscow to Siberia. Started 
around 1954, the stores are said to 
be comparable to typical American 
units of the late 1930’s. They offer 
the Russian housewife self-service 
meat, pre-packaged vegetables, re- 


frigerated baked goods and four fla- 
vors of butter — including, of all 
things, chocolate. 


THOSE UNPRODUCTIVE 
HOURS 


St. Louis, Mo.—Spurred by cost-con- 
scious surveys showing its salesmen 
averaging only 2% productive hours 
of face-to-face selling time a day, The 
Emerson Electric Manufacturing Co. 
came up with some ideas to raise 
that poor figure. Besides the usual 
steps to train salesmen in better or- 
ganization of calls, phoning ahead 
for appointments, avoiding backtrack- 
ing, etc., the company suggested these 
less-obvious ways to cut selling costs: 
group selling by bringing customers 
together and giving a training course 
in a group of products; key account 
selling in which “an understanding is 
reached between two companies at a 
management level.” 


LAST OF A BREED 
Chicago—While it appears to be just 
another display of radio, TV, phono- 
graph and stereo products, an inter- 
esting sidelight to the recent Trav- 
Ler Radio Corp. show is that the 
company is the last of a vanishing 
breed. It claims to be the only inde- 
pendent manufacturer left out of the 
more than 900 active in the field in 
1946. All the others became sub- 
sidiaries of larger organizations. 


MORE COMPETITION 
FOR DETROIT 


Chicago — Detroit panel and pick-up 
trucks will be facing some new com- 
petition in International Harvester 
Company’s big bid for a new market. 
Representing an investment in excess 
of $10 million, the company’s versa- 
tile new 4-cylinder “Scout” is shoot- 
ing for sales of 25,000 to 30,000 units 
this year. Competitively priced at 
around $1,600, the Scout sports all 
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4 MICHIGAN? 


NEWSPAPER 
HOME COVERAGE 
stupyY OF 
THE PONTIAC 


wt 


i RRA 


Let THE PONTIAC PRESS 
introduce you 
to the huge Pontiac area! 


Here, taken from an important new. sur- 
vey*, are some facts and figures on THE 
PONTIAC PRESS — leader in Michigan’s 
big growth market: 

@ Leader in the Community 76% take 


THE PONTIAC PRESS. 


@ Leader in Home Coverage Preferred 
3 to 1 over the leading Detroit paper. 


@ Leader in Creating Sales 21% of 
PRESS homes make over $7500 a year. 


M@ Leader in Exclusive Coverage 61% of 
Pontiac Township household take only the 
PRESS. 

@ Leader in Home Delivery 98% of 
coverage is home-delivered. 


When you investigate sales potentials in 
Michigan be sure to take a close look at 
THE PONTIAC PRESS, the full-coverage 
independent newspaper serving the Pontiac 
area and Oakland County since 1842! 

*Newspaper Home Coverage Study 
of the Pontiac, Michigan Area is a 50-page 
comprehensive survey conducted independ- 
ently by Benson & Benson, Inc., Princeton, 
N. J. and in consultation with ADVERTIS- 
ING RESEARCH FOUNDATIONS, INC. 


Write direct, or contact our Representa- 
tive in your area;.this new study will be 
sent to you immediately. 


THE 


PONTIAC 
PRESS 


PONTIAC, MICHIGAN 


Circulation 59,339 Publisher’s 
Statement Ending September 30, 1959 
Represented by: 

Scolaro, Meeker & Scott 
New York, Chicago, Philadelphia, Detroit 
Doyle & Hawley 
Los Angeles & San Francisco 
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In 1911, some cleverly 
put-together skeletal 
remains, uncovered 

in a gravel bed in 
Piltdown, England, 
looked so authentic 

that even seasoned 
scientists thought an 
important evolutionary 
link had been discovered. 
It wasn’t until 1949 
that painstaking 
investigation proved an 
ancient human skull had 


been joined to a common 


chimpanzee jawbone 
Thus the fantasy 


of the Piltdown man 


was exploded 


There is no fantasy about what you 
get when your campaign is scheduled 
in the Herald-Express, the largest eve- 


ning newspaper in Western America. 


effective buying income of $2,679,942,120 an- 
nually, up 186 million dollars since September, 


1959. Are you.tapping this tremendous market? 


Take a tip from the successful retailers, who 
backed their opinion of the Herald-Express as a 
result-producing medium, by placing a whopping 
8,937,793 lines of advertising in the first 11 
months of 1960. That’s a gain of 399,158 lines 


over the previous year. 
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This is 
FACT! 


The 364,690 Herald-Express families have an 


Consistent gains in advertising and 
circulation leave no doubt that, in its 
field, the Herald-Express is the No. 1 


choice of both advertisers and the 
reading public. 


Now, more than ever before, sales success is the 
Herald-Express! 


SOURCES: Sales Management Estimates. Publisher's ABC Statement 6 mos. 
ended Sept. 30, 1960. Media Records, Inc. 


LOS ANGELES EVENING 


HERALD-EXPRESS 


LA 


VENING NEWSPAPER IN WESTERN AMERICA 


Represented Nationally by Moloney, Regan & Schmitt, Inc 


MARKETING on the MOVE 


(continued) 


kinds of devices that enable it to con- 
vert from a completely enclosed pas- 
senger runabout, small pick-up or 
panel truck, to an open model minus 
top, windows and doors. 

While the introduction of the Scout 
is a logical step in the development 
of the Internation] Harvester truck 
line, (60% of sales volume comes from 
trucks) it marks the first time the 
company has met the big Detroit 
names head on in the low-priced 
vehicle area. Much smaller than any- 
thing Harvester has yet produced, 
the Scout is aimed primarily at the 
500,000-unit-a-vear pick up truck 
market. 


TILT-TIP BALL PEN 


New York—Ball-point pen manufac- 
turers have been hard put of late to 
come up with new developments that 
come even close to rivaling the earliest 
claims for this ubiquitous product. 
But Scripto, Inc., seems to have 
managed it with its new Tilt-Tip pen. 

The major difference between the 
Tilt-Tip and all other pens is the off- 
center point. The point is placed on 
the upper side of the pen barrel and 
is then tipped down at a 10 degree 
angle. The idea is to combine the 
advantages of normal angle of writing 
with a ball point. In this way, the 
writer is exerting pressure on the ball 
instead of the rim. The socket of 
the pen should receive less wear and 
so last longer. The new Tilt-Tip will 
retail for $1.98. Regional marketing 
will begin about the end of February, 
with regional advertising beginning 
on April 9. National distribution is 
expected sometime in early April. The 
trade advertising break date will be 
announced later. 


What would your agency do for you 


if you bought a company tomorrow? 


Blending a new acquisition into your corporate structure may involve 
countless problems—not the least of which is communications. 

How should your relations with stockholders and the financial com- 
munity, customers and employees be handled. How about new distribu- 
tors and dealers? Should product packaging and identification be 
changed, and if so, how? How should advertising, publicity, sales 
promotion be integrated? The successful handling of these thorny 
problems can depend greatly on the help you realize from your adver- 
tising agency. 

Smoothing the transitional problems of corporate acquisitions* is 
only one of the ways Marsteller-Rickard serves its clients—not only 
as highly creative advertising men but as sound businessmen as well. 


We have been through this experience with our clients many 
times. In the last five years, we have played a part in smoothing 
for our clients the integration of 31 companies into their corpo- 
rate structures. 
Marsteller. 
Rickard. 
Gebhardt and 
Reed. Inc. 


ADVERTISING « PUBLIC RELATIONS ¢ MARKETING RESEARCH 
NEW YORK ¢« PITTSBURGH «¢ CHICAGO «¢ TORONTO 
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AN EDITORIAL 


Marketing Morality on Trial 


The greatest price-fixing conspiracy in the history of marketing 
came to a shocking climax last week. At the end of the giant electrical 
antitrust case, attention was focused on the one central issue that 
carries real meaning for all marketing men. 


That issue might be called “marketing morality.” And this question— 
who is responsible for morality and ethics in business?—will have to 
be answered not just by electrical bid-riggers, or by phonograph record 
payola payers, but by every individual and company that markets a 
product or service. 


No one in marketing would be proud of the picture that he saw 
shortly before the sentencing in the electrical case. Forty-five sales 
executives and 29 corporations, all defendants with their backs to 
the wall, all having pleaded either guilty or no contest, waiting for 
the ax to fall and yet many of them, almost childishly, still trving 
to shuffle off the real responsibility for their actions. 


Many of the sales executives blamed not themselves but their 
corporate employers for lacking ethics. Almost to a man, their 
lawyers described them as men who “devote much of their time and 
substance to their communities.” They were “not grasping, greedy, 
cut-throat competitors,” but men caught in a long-established cor- 
porate way of life, the court was told. 


At the same time their companies denied corporate responsibility 
for the price-fixing. The legal counsel for the industry leader, General 
Electric Co., even exclaimed that “it is simply not a fact that there 
It’s as simple as was a way of life at General Electric that permitted, tolerated, or 

Ready! Set! Sell! winked at these violations.” (To substantiate this claim, he pointed 
Keep pen and order blanks handy. Open out that the company had demoted most individuals involved some 


the lid of Tabletalk and Presto! time before thev were actually indicted.) 
Picture after picture flashes on a large ‘ $ 


screen as it ‘‘talks’’ with your sales 
message in compelling tones that con- 


vince and “close” on call after call! No That was the situation. Every company and individual had admitted 
screen to set up! No com- 


plicated focusing or film- that he had been caught in the act. But who was willing to admit 
' " . . ° 
pe ene le ee that he was at fault, that his ethics were shoddy? 

35mm filmstrip projection 

unit and 4-speed hi-fi rec- 

ord player in an attache case! Keeps The issue was settled quickly by Federal District Judge J. Cullen 
ou and your sales story as fresh on 

the last call as the first in the morning Ganey. He roundly scolded both the corporations and their executives, 

but he held that “the real blame is to be laid at the doorste p of the. 


ith - corporate defendants and those who guide and direct their policy.” 
WI iewlex 


And he gave prison sentences to those whom he described as holding 


4 ¥ low BF 3 4 h lk “ultimate responsibility for corporate conduct.” 
ie fl bs s ¥ ¢ at 4 


But he added that he was “convinced that in the great number 
of the individual defendant cases, they were torn between conscience 
and an approved corporate policy, with the rewarding objectives 
of promotion, comfortable security and large salaries — in short, 
the organization or the company man, the conformist, who goes along 
with his superiors and finds balm for his conscience in additional 
comforts and the security of his place in the corporate setup.” 
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VIEWLEX INC. 
36 BROADWAY, HOLBROOK, L.1., N.Y 
Gentlemen 


Send me the word Today! Complete 
information on Viewlex Tabletalk 


Name The judgment: Marketing morality is the prime responsibility of 
the corporation and its top executives. They are responsible for busi- 
ness ethics right down to the last salesman. Sadly, this giant electrical 
conspiracy was not just against their customers but apparently against 
marketing morality as well. 


Company 

Address _ 

City Zone State__ 

IN CANADA—ANGLOPHOTO LTD., MONTREAL 


a Ae 
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Planned Packaging moves merchandise 


For Today's 


Mass Packaging 


Purity with 
New Leonomy! 


Packaging Corporation of America now 
introduces a new paperboard consisting 
of a homogeneous blend of virgin pulp- 
woods. Through advanced new tech- 
niques this revolutionary new product 
offers substantial economies and meets 
a wide range of packaging requirements. 

New North-Brite Blended Paperboard 
is proving itself outstandingly as a more 
economical medium for packaging many 
products where quality characteristics, 
appearance and assured purity of raw 
material are essential. 

Development of specialized processes 
for production of efficient, lower cost 
paperboards is but one of the countless 
ways in which Packaging Corporation’s 
concept of Planned Packaging produces 
better packaging... more sales. Whether 
your requirements are large or small, 
regional or national, we welcome the 
opportunity to help you. 


Packaging Corporation of America 


1632 CHICAGO AVENUE + EVANSTON, ILLINOIS 


Cartons + Containers + Displays + Egg Packaging Products + Molded Pulp Products + Paperboards 
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52 million 59 million 


Today, 3 out of 4 families own cars 


and 14% own two cars. 


In 1970, 4 out of 5 families will own cars and 40% will own two cars 
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An ever-expanding program pattern 


Dimension is creating a new depth of audi- 
ence interest in seven of the largest markets, 
coast-to-coast. 

Dimension—exciting vignettes in sound 
that stir the imagination: “This is my 
Profession,” “Hometown Recollections,” 
“American Landscape,” “Bennett Cerf 
Stories,” “Wonderful World of Teens,” 


“Yesterday’s Heroes Today,” “The Year 
2000,” Richard Joseph’s “Travel Notes,” 
“Dorothy Kilgallen Introduces,” and more. 
Dimension—conversation pieces by the 
world’s most interesting people: Raymond 
Massey, Vincent Price, Burgess Meredith, 
Hildegarde, Carl Sandburg, Celeste Holm, 
Shelley Berman, Zsa Zsa Gabor, Mischa 


Eiman, Theodore Bikel, Margaret Mead, 
William Zeckendorf, and many others. 
Dimension has been added to the strongest 
local programs on radio, those of the CBS 
Owned Radio stations—the idea stations. 
Dimension is an added reason for expand- 
ing your sales by reaching large and atten- 
tive audiences on: 


WCAU Philade!phia, KMOX St. Louis, KNX Los Angeles, KCBS San Francisco, 
WCBS New York, WEEI Boston, WBBM Chicago: The CBS Owned Radio Stations 


THIS IS THE NEW ROYALTYPER, A 100% 
BETTER WAY TO DO AUTOMATIC MASS TYPING 
JOBS THAN OLD TWO-UNIT SYSTEMS. 


You claim so much. Be specific. What’s new and better about it? This: it’s single-system. 
It does its punching and its typing all with one simple standard keyboard. See the keyboard in 
the picture down there? That’s it. The Royaltyper tape is an exclusive, too. Its card width is 
designed for ease of handling and storage economy. 

Another standard feature: automatic tape reproduction, 

to permit easy revisions and updating. Is punching 

any easier than with other automatic typewriters? 

About 100% easier. Any typist can do it without special 

training. Tell how. She rolls in a piece of paper, flicks 

a switch, types the first letter, just as she’d type any 

letter. This automatically punches the tape, and the 

Operator sees every word she 

punches. You mean there’s 

no blind punching? No blind 

punching as in outmoded 2- 

unit systems.Then the machine 


takes over—at 135 words per 
minute all day long. Number 
of copies: unlimited. If you 
ever have personalized first 
copy mass mailings to get out, 
and you’re tired of paying the 
price of independent punch- 
ing or operator training... 
Where can | get literature? 
I’m going to tell you: get in 
touch with Royal McBee Corp., 
Port Chester, N. Y. 


Oh, yes. One more thing. | bet it costs like... 
No. Royaltyper is firmly in line with other systems. 


A PRODUCT OF ROYAL McBEE CORPORATION, WORLD'S LARGEST MANUFACTURER OF TYPEWRITERS. 
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7 LETTERS TO THE EDITORS 
eRe SS RENN 


cost-cutting in recruiting 


Thanks for the invitation extended 
me and thousands of others [in “The 
Compleat Guide to Cutting Field 
Selling Costs,” SM, Jan. 6] to con- 
tribute effective ways of cost-cutting. 
Here are a few: 

Salesmen recruiting and selection— 
Companies figure recruiting and se- 
lection (not including training) to 
cost anywhere from $350 to $1,500 
per man, tear their hair out at the 
exorbitance, and promptly commit 
the same mistakes over again... . 

After the preliminaries of sight 
screening, knock-out questions, test- 
ing, etc., here are some of the quali- 
ties to look for: 

1. Persuasiveness, without being 
obnoxious 

2. Do .aance, to control the sales 
interview 

3. Ability to listen, as well as talk. 

4. Planning, to organize work. 

5. Empathy, to understand and 
size up people. 

6. Accuracy, in knowledge and 
thinking. 

7. Knowledgeability, of selling 
methods. 

8. Understanding, of company 
problems. 

9. Ambition, yet not too much to 
accept direction and supervision. 

10. Flexibility, to do any job re- 
quired. .. . 

The next cost-cutting area is com- 
munications—Shake a sales manager 
and one will get you ten that he’s 
two to six weeks behind what’s going 
on in the field, often because of poor 
communications. 

Photocopy is the simplest, yet, 
probably, the most effective answer. 

. . The list of things which can be 
done by photocopy is endless—all 
toward eliminating time and _ effort 
and effecting economies while improv- 
ing communications. . . 

Another problem is long distance 
phone calls—the bane of every sales 
manager. Although I don’t think you 
can altogether lick this, one big help 
is to require that all long distance 
calls be made collect. And remem- 
ber, if the answer must be had imme- 
diately, telephone. If it can wait 24 
hours, telegraph. If it can wait for 
three days, write. 

BERNARD W. MAXWELL 
Assistant National Sales Manager 
Smith-Corona Division 


Smith-Corona Marchant Inc. 
New York, N. Y. 


. . . by direct mail 


Your guide to cutting field selling 
costs was, in my opinion, not too 
complete. You only touched lightly 


on the use of direct mail, yet it is the 
most likely manner in which most 
businesses can cut selling costs. 

Every sales manager knows that 
his greatest loss is in non-selling calls. 

. Boiled down, these calls can be 
almost, if not quite, eliminated, by 
mail. Such necessary steps as locating 
prospects, creating an interest, get- 
ting a preference, and keeping the 
customer sold can be done even bet- 
ter by mail than by expensive per- 
sonal representation, and at only a 
fraction of the cost... . 


J. W. Moore 


The J. W. Moore Co. 
New Orleans, La. 


. putting it to work 


I read with great interest your 
article on cutting field selling costs 
and found it most helpful. 

I think we could make very good 
use of this article with our field offi- 
ces and wonder if it would be pos- 
sible for you to provide me_ with 
400 reprints. 


R. J. Tress 


Assistant to the President 
Hiram Walker, Inc. 
Detroit, Mich. 


Would you please forward 20 
copies of “The Compleat Guide to 
Cutting Field Selling Costs.” 

W. H. Rosinson 


Director of Field Sales, Barrett Prods. 
Allied Chemical Canada, Ltd. 
Montreal, Canada 


& “The Compleat Guide to Cutting 
Field Selling Costs” and part II of 
the series, “Don’t Slash Your Selling 
Costs—Improve Them,” are available 
as a single reprint. Price 50 cents. 
Write Readers’ Service Bureau, Sales 
Management, 630 Third Ave., New 
York 17, N.Y. 


. . . unbeliever 


. . Will you be so kind as to tell 

me what the word “compleat” means? 

(Otherwise, this was a very good 
article. ) 


Witson EL.is 


Assistant Professor of Business Ad- 
ministration 

Mississippi Southern College 

Hattiesburg, Miss. 


& Izaak Walton, 1593-1683 (“The 
Compleat Angler”), wrote our style 


book. 
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a sensible 
move 


for all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing —the 
Hertz way —described by leading 
companies as “‘the lowest cost sales- 
insurance we ever took out.’’ Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which best benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from op- 
erating efficiency perfected over 30 
years. Each “10-Plus” plan replaces 
your cars with brand-new Chevro- 
lets, Corvairs, or other fine cars; 
assumes full responsibility for main- 
tenance and repairs; and reduces the 
many annoying details of fleet 
administration to the writing of one 
budgetable check each month. Use 
coupon below to learn why more and 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 
best business sense for them. 


HERTZ FLEETCAR LEASING, 

Att. H. F. Ryan, V.P. 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. D-217 


Please send me your new fleetcar leasing 
booklet. 

NAME— 

POSITION 

COMPANY 

ADDRESS — 


CITY & STATE 


NUMBER OF CARS OPERATED. 
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“Today, BELIEVABILITY is the most 


essential and potent force in advertising.” 


It is true, the EXAMINER has the largest total not only on the validity of its news reporting but 
circulation of any San Francisco newspaper. A on the depth of its coverage. Brightly and con- 
fact important to advertisers. But to us, (and we cisely written—tastefully edited it appeals to 
think, to you) what is more important is the rea- bright, busy, discriminating people. 


son why more people read the EXAMINER. Perhaps- this is why more advertisers — Retail, 


Basically, the reason is INTEGRITY. National and Classified — find the EXAMINER 
the most profitable way to move merchandise 
EXAMINER readers know that they can rely in the San Francisco market. 


San Francisco BELIEVES in the 


EXAMINER 


Tells More—Says It Better! 


Nationally Represented by HEARST ADVERTISING SERVICE INC. 
February 17, 1961 
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Richard C. Doane, President of International Paper Company, comments on the power of reading... and advertising. 


“Reading is essential...men who read more buy more” 


“Our own advertising, which says: ‘Send me a man 
who reads,’ has generated requests for half a million 
reprints in less than six months. This vividly dem- 
onstrates the power of—and interest in—the Printed 
Word. 

“Of course, only certain men respond to a message 
like this. But they are the very ones we want to 
reach, the men in command. The beauty of adver- 
tising in print— where 75 per cent of the total is today 
—is that it selects just such readers. 


“Tf you have goods or services to sell, I commend 
to you the power of the printed page. For men who 
read are generally those in a position to buy.” 


«. McGraw-Hill . 
o—_—_—————_@ 


»>&eieaF t © 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications, 


THEY'RE 


IN THE NEWS 


BY HARRY WOODWARD 


Photo by Guy Gillette 


United Fruit’s Fox: ‘All Over Again’ 


John M. Fox said it, 


candor: “I know almost zero about 


in a burst of 
United Fruit.” That situation won’t 


long exist. Jack Fox, called by some 


; 
the father of frozen orange juice con- 
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centrate (an honor he disclaims), has 
left Minute Maid, of which he’s been 
president, to go to United Fruit as 
executive v-p. When Coca-Cola took 
Minute Maid under its wing there 


IBM’s McKay: 
The Communicator 


Many a U.S. corporation of stature 
would be doing nip-ups if its annual 
sales were $137,999,838. But that’s 
International Business Machine Cor- 
poration’s increase in sales for 1959 
over the previous year. To run up a 
tidy increase like this requires com- 
munication and lots of it. And Dean 
R. McKay, a native of the West Coast 
who looks as Madison Avenue as 
IBM’s headquarters address, has been 
director of communications since °57. 
Now McKay has been given vice 
presidential status with staff super- 
vision over personnel and communi- 


cations. If you want to communicate, 
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was a comfortable place in the new 
setup for Fox. Why did he step out 
to join a company which has been, to 
put it mildly, having a rugged time 
of it recently? More candor: “They 
made me such a tempting offer I 
couldn’t say no.” Now Fox and his 
wife are about to take a United Fruit 
boat trip to study the company situ- 
ation at taproot level. It’s a somewhat 
discouraging business. In recent years 
the company has been visited with 
every vicissitude from Cuban revolu- 
tion (in which it lost a big chunk of 
producing acreage) to Panama dis- 
ease (which kills banana trees), in- 
cluding tropical storms (which blew 
down acres and acres of good growth 
stock). Fox looks you straight in the 
eve and tells you he’s never seen a 
banana tree. But as the super-sales- 
man who put Minute Maid on the 
nation’s breakfast tables, he takes any- 
thing but a dim view of UF’s picture. 
The big work area, he believes, is in 
marketing. And a strong marketing 
setup is one thing UF has been crying 
out for. Fox, handsome, balding, 
under 50, has four children: one 
married, one in college, a third study- 
ing for a classical singing career and 
a fourth at home. He’s the son of an 
Englishman who came to New Jersey 
to start an ad agency. Fox was born 
and raised in Atlantic City (“there 
are people who live there”), went 
to work as a salesman for IBM after 
graduating from Cornell. During the 
war he was an executive with National 
Research Corp., which worked out 
the process for concentrating and 
freezing orange juice. Now he'll try 
to thaw UF’s bananas. 


call in a salesman to show you how 
— precisely what IBM did. McKay 
joined the giant, international corpo- 
ration in Seattle, in 1946, as a sales 
representative. Most of his company 
career has been in the sales end of 
the business. He’s been a district sales 
manager, assistant sales 
manager, executive assistant to the 
president and director of personnel, 
Data Processing Division. Now under 
40, McKay served in Naval Intelli- 
gence in the South Pacific during 
World War II. He'll have need of 
his sales-oriented approach to com- 
munications. IBM has more than 94,- 
000 employees throughout the world. 
The McKays and their three boys live 
in Bronxville, N. Y. 


divisional 


How to sell the passer-by... surround your product with sales appeal in corru- 
gated displays by Hinde & Dauch Division — create bigger demand for your brand at the point-of- 
purchase. H & D displays like this Gibson greeting card stand are convenient, too. Set up fast— come 
packed with the product in a compact shipping box. Write for more information. 


West Virginia 
Pulp and Paper 


Hinde & Dauch Division 


17 Plants « 42 Sales Offices - Sandusky, Ohio 
Printed in U.S.A. on Sterling Offset Enamel, 25x38-100 


THE GIy 


The Charlotte MARKET is 

Tops in the Southeast with Tworhundred thousand peanuts is 

642 500 TV Homes™ nuts seiaeiinaiian the TV died cli 
elephantine Charlotte Television Market. 


Don't forget! WBTV Delivers 55.3% more TV 
Homes than Charlotte Station “B’'!** 


*Television Magazine—1961 **ARB 1960 Coverage Study— 
Average Daily Tota/ Homes Delivered 


Charlotte — 


642,500 iami Louisville Richmond 
420 200 j 267 200 
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o Cartoon 


haracters 
eally SELL? 


According to Piel Bros., which launched Bert and Harry in a sea 


of foam and scuttled them in a flood of dollars, the answer's 


a hedged “No.” For Stahl-Meyer, it’s a meaty “Yes.” For GE, 


biggest cartoon spender of them all, the answer gets more 


complicated. For anyone it’s a question to be reckoned with. 


In darkened living rooms all over 
the countrv, these winter nights, con- 
sumers are watching, and generally 
approving, the cartoon character in 
his guise as a company salesman. 
Some of the nation’s biggest adver- 
tisers are throwing their consumer 
sales voices to animated pen-and-ink 
people. For a few advertisers, the 
experiment was a critical hit and a 
box office flop: These advertisers have 
gone back to more prosaic, if less 
hazardous, forms of advertising. 

Today it’s a mixed marketing- 
promotional picture where cartoon 
characters are concerned. On the 
credit side, GE is going all out to 
promote its Large Lamp Department's 
products, using Mister Magoo, the 
near-sighted star of movie short sub- 
jects, as its chief salesman. This past 
fall, GE spent a million dollars on 
Magoo TV spots. It invested another 
$100,000 in accompanying promotion 
among its dealers. Magoo will thus 
reach the pinnacle of success for a 
cartoon character. 

On the debit side, three of the 
East’s best-known cartoon salesmen 
have met the blade of the advertising 
ax. Emily Tipp, a school-teacherish 
type who promoted Ward Baking’s 
Tip-Top bread through TV spots, 
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and who scored such success that 
until recently her likeness adorned 
the bread’s wrapper and the firm’s 
delivery trucks, is Ward’s girl friend 
no longer. And Bert and Harry, first 
of the Big Successes among cartoon 
salesmen, have been killed off by Piel 
Brothers. Thev’ve been around for 
four vears. But Piel’s sales picture 
probably caused the brewers to take 
a new and jaundiced look at its former 
star salesmen. 

With such a mixed picture of suc- 
cess and disenchantment, the adver- 
tiser contemplating the use of cartoon 
characters in his advertising—particu- 
larly for TV—must ask himself a cou- 
ple of leading questions. Do comics 
really sell? How long can a cartoon 
character live — profitably? 

What causes a company to invest 
a big chunk of its ad budget in a 
cartoon character in the first place? 
(The cartoon isn’t everyone's dish of 
tea. After all, there are people who 
don’t like Mickey Mouse.) Take GE, 
for a case in point. Its Large Lamp 
Department produces an unending 
flow of light bulbs. Now a light bulb 
is a light bulb; to the consumer there 
isn't a lot of difference between the 
various makes — even though the 
makers would disagree. Somehow — 
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Do Cartoon Characters Really SELL? 


(continued) 


and here is where advertising’s job 
the products must at- 
tract enough favorable attention from 


gets tough 


the consumer to cause him or her to 
specify the brand when replacements 
are ordered. GE reasoned that the 
approach, with squinty- 
eyed Magoo, would cause the public 
to light up at the mention of its bulbs. 

rhe company feels Magoo showed 
his mettle in last year’s campaign. It 
is planning further investment, record 
spending for Magoo advertising this 
winter, maybe even more next fall. 
And GE holds the option on Magoo’s 


humorous 


services through 1962 

Nevertheless, GE recognized the 
pitfalls inherent in a Magoo build-up. 
Says Robert V. Corning, marketing 


manager for the Large Lamp Depart- 
ment: “Pitfalls are inherent in any 
advertising-sales promotion approach. 
I would venture the guess that a car- 
toon character approach offers no 
more than any ‘conventional’ means. 


At any rate, it’s a question impossible 
to generalize upon — the selection de- 
pends so much on individual circum- 
individual marketing objec- 
tives and plans.” 

Chis GE venture with Magoo wasn’t 
without precedent. The company had 
another advertiser's experience to use 
as a_ bellwether \ brewer in the 


stances 


western area of the country had tried 
him out for size. But the fact that 
another advertiser had previously 
used Magoo didn’t militate against 
GE’s plans. The brewer used Magoo 
commercials in a relatively small por- 
tion of the nation and, even there, its 
saturation level on TV and tie-in pro- 
motional efforts and merchandising 
displays wasn’t high enough to pre- 
sent GE with sponsor- identification 
problems. 

Why a cartoon character in the 
first place? Why not a conventional 
approach to selling light bulbs? 

“The question of whether to select 
a cartoon character, or a_ similar 
humorous treatment, for commercial 
messages isn’t a problem resolved by 
a simple look at cartoon versus con- 
ventional treatment,” says Corning. 
“It starts with basic marketing objec- 
tives, with what you want to accom- 
plish. 

“The opportunities of a cartoon 
character offered us flexibility. We 
could implement our POPS [Point- 
Of-Purchase Selling system] effec- 
tively with Mister Magoo treatments 
on bulb merchandisers, displays and 
other point-of-purchase sales aids that 
would be easily identifiable and sup- 
port the broad advertising program.” 

This is standard procedure. It 


JUDGE FERRIS AND FRIENDS, hams all, are helping Stahl-Meyer move its hams in 
the Metropolitan New York area. The TV spots are successful because humor is easy. 
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worked well (originally) for Piel. In 
that case the brewers rang in a few 
more promotional changes on the Bert 
and Harry theme. At one point there 
was even a Bert and Harry Fan Club: 
To join it, aficionados had to for- 
swear all beer but Piel’s. 

With Piel’s decision to drop Bert 
and Harry came an unexpected re- 
sponse from the public. After four 
years the “Piel Brothers,” Bert and 
Harry’s alter egos, had won a host of 
friends — mostly among the intelli- 
gentsia. The roar of protest over 
Piel’s abrupt canceling of the cam- 
paign was easily heard in Staten 
Island, Piel headquarters. Piel found 
it had grabbed a tiger by the tail. 
Even with the justifiable excuse that 
Bert and Harry were no longer put- 
ting a head on their beer sales, Piel 
got bitten by the tiger. Instead of 
winning friends (if not customers) 
through use of the soft-sell cartoon 
approach, the company was, in fact, 
making some people hopping mad. 

Piel’s experience might have given 
pause to GE. For Piel’s contretemps 


HELPER: He’s Stanley, new addition 
at Stahl-Meyer. He pushes hot dogs. 


ane: 


pointed up one of the submerged ob- 
stacles of creating company identifi- 
cation with an inanimate personage. 
If the treatment is artistically success- 
ful, the character becomes beloved 
by what is often a highly articulate 
minority. Should the character, how- 
ever successful from other points of 
view, have to be axed—for any num- 
ber of reasons —the ax-swinger ap- 
pears a villain. (There are people in 
New York who drank Piel’s solely out 
of loyalty to Bert and Harry. The 
more vociferous of these swear never 
to set lips to Piel’s foam since their 
idols were dropped.) 

But GE’s Corning isn’t overly con- 
cerned with this aspect of the prob- 
lem. Says he: “The question has been 
raised concerning the investment of 
millions of dollars in the creation of 
a sponsor-image identity with the car- 
toon character. How can you effec- 
tively drop this approach and sup- 
plant it with a different program, par- 
ticularly after several years? In our 
case, the aim is not, to any great 
extent, to develop such a sponsor- 


TO THE MOON for bulb sales goes Mister Magoo. GE is 
sending its near-sighted salesman into marketing orbit. 
Here are strips from the serialized four-week program of 


character identity. Whatever identity 
does develop we regard as a fringe 
benefit. The real pitfall is the possi- 
bility that you may lose sight of the 
marketing objectives and promote a 
cartoon character — per se — rather 
than the product.” 

So GE is planning to steam right 
along with its big Magoo promotion 
in a “Rocket to Profits” campaign that 
begins this week and will run for four 
weeks. 

“We are aiming to give the retailer 
a highly effective and pleasing promo- 
tion,” says Corning, “timed for the 
important spring market, built around 
public interest in space travel (Magoo 
will be featured as the first man to 
make it to the moon), with complete 
support for all elements of the Point- 
Of-Purchase Selling system and the 
new developments in all its areas, to 
earn the enthusiastic support of the 
retailer.” 

Last Spring GE used TV, mass- 
market newspapers and magazines fea- 
turing Magoo. The campaign drew 
impressive ratings. When Magoo was 


ALAS: Bert and Harry are no more. Piel killed them, despite anguished protests, 
for a reason: Their sales voices rang too few cash registers toward the end. 


TV spots, aimed at lighting bulb sales, in 125 areas. Cost 
of all this: $1,000,000. The program is getting heavy pro- 
motional backing, is expected to bring GE ad flexibility. 
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put to work again this past fall, with 
an election theme, the company used 
a minimum of 90 spots in saturation 
TV in 125 markets. It was a highly 
successful marketing campaign. 

“We believe this current campaign 
marks the first time in the history of 
either TV or radio that a commercial 
promotion has been attempted in 
episode or serial sequence,” says Corn- 
ing. “The public interest in this novel 
approach, plus the proved popularity 
of the humorous and effective Mister 
Magoo commercials and current inter- 
est in space projects, should prove a 
good traffic builder for GE bulbs dur- 
ing this key selling period of the 
year. 

There will be special tie-ins, sup- 
plementary merchandisers in stores, 
with banners, streamers, cards, lapel 
badges and other material. In addi- 
tion, a gummed label is available 
to attach to merchandisers and 
displavs for identification of the local 
channel on which Mister Magoo’s 
trip-to-the-moon commercials will ap- 
pear. The feature store display keeps 


EMILY TIPP, flopped. She once sold 
Ward Baking’s Tip-Top bread. No more. 
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Do Cartoon Characters Really sei) 


(continued) 


the Magoo humor up front. It’s a 
pole-type traffic builder with Magoo 
sitting on the moon amid a circle of 
bulbs. It is available either as a 
motorized, revolving display or as a 
stahionary unit 

GE will use 20 to 25 commercials 
a week in more than 125 markets 
The Feb. 25 issue of The Saturday 
Evening Post and the March 3 issue 
of Life will carry full-page Mister 
M 1goo ids 

Bert and Harrv have bitten the 
dust but Stahl-Mever, Inc., has been 
using a cartoon character for three 


years with notable success — as a 


product image. Stahl-Meyer’s sales- 
man is Judge Ferris, a rascally sound- 
ing old coot, around whom the com- 
pany has fashioned attractive TV 
spots to promote its Ferris hams and 
bacon. 

Wilder Baker, Stahl-Mever’s mer- 
chandising and promotion manager, 
reports that sales have gone up dur- 
ing the Judge Ferris tenure. “I'm 
warv of the ‘favorable image’ phrase,” 
he savs. “But that’s what Judge Fer- 
ris has created for us. This is par- 
ticularly rewarding for an advertiser 
at a time when advertising has been 


taking raps from assorted critics. 


The nearsighted MISTER MAGOO says... 5 significant year 


for the Magoo ¢ 
stocks, and Generw 
rthday, Quartz Infrared’ Confound it— they put two 


Happy 


fuses on these 


UPA PICTURES, INC 


INSTANT HEAT! 


new -fangled fire 


Leannily invested in a galaxy of uranium 
© invented the Quarta Infrared Lamp. 


rackers and neither one works 


G-E tubular Quartz Infra-red Lamp 
hits 4,000°F in less than a second 


38 Sales Management 


nfrared source of 
3 are simply ¢ 

re at each end and can 
y've been proved 


lent. C-1l. Nela Park, Cleveland 


Progress /s Our Most /mportant Product 


‘io GENERAL GB ELECTRIC 
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People seem to look on Judge Ferris 
and his friends as a welcome relief 
from the hard-sell type of TV com- 
mercial. We'll continue Judge Ferris 
as a ham salesman and we've evolved 
a new animated cartoon commercial 
for the Ferris bacon.” 

Stahl-Meyer has a list of food prod- 
ucts, distributed almost nation-wide, 
“as long as your arm,” according to 
Baker. But it has used Judge Ferris 
only in the Metropolitan New York 
area, for a minimum of 15 TV spots 
a week, a maximum of 50, for 52 
weeks a year over the past three 
vears. Only one station, WRCA, has 
been used. Tie-in point-of-purchase 
material has been used sparingly. The 
chef-d’oeuvre is a standing displav 
piece with the Judge, life-size, hold- 
ing a canned Ferris ham. 

Recently the company created a 
new cartoon character, a sassy kid 
named Stanley. He was born of the 
firm’s delight with the Judge, a sort 
of love-child born late in the Judge’s 
life. Since Stahl-Meyer’s frankfurters 
are marketed under the firm name, 
rather than the name Ferris, and 
since the frankfurter advertising was 
to be aimed at kids, it was decided to 
keep the Judge close to the ham bone 
and let a new character push hot dogs. 
Stanley, like Judge Ferris, appears 
only on New York spots. 


> If Mister Magoo and Judge Ferris 
wax fat with their companies’ plau- 
dits, what happened to Bert and 
Harry? And why did Ward break off 
the engagement to Emily Tipp? The 
answer can be summed up in two 
words: unsatisfactory sales. Unfortu- 
nately, it is one of the facts of life 
that when a company’s sales lag, 
many people connected with the mar- 
keting operation will point a finger 
at the advertising program. In Piel’s 
case a cool summer slaked beer thirsts. 
And Piel’s agency, Young & Rubicam, 
decided it was time for Bert and 
Harry to go. 

Letters protesting the end of the 
zanv little cartoon characters arrived 
at Piel headquarters by the bushel. 
One heartbroken fan went to the 
expense of having special arm bands 
printed with the legend, “We mourn 
Bert and Harry.” 

The voices (and creators) of Bert 
and Harry, Bob Elliott and Ray Gould- 
ing, are now being heard for a new 
sponsor, Candettes. So something of 
Bert and Harry’s popularity has rubbed 
off, as a free gift, onto Pfizer Labo- 


MAGOO GOES INDUSTRIAL, TOO... 
In this guise he'll appear in the 
nation’s leading business publications. 


ratories’ proprietary product for relief 
of sore throats. Bob and Ray were 
well-known for their own radio pro- 
gram before Piel used them as Bert 
and Harry. Their admirers seem to 
be legion. These well-wishers are now 
raptly listening to the team commer- 
cialize over “Words to Soothe Sore 
Throats By,” on 19 radio stations in 
five major metropolitan areas. 

Emily Tipp, according to someone 
who knows the Ward picture inti- 
mately, presented some real problems. 
One Ward executive feels she “wasn’t 
warm enough.” He believes Emily 
was “definitely an advertising man’s 
advertising character.” And he thinks 
she appealed to upper-income groups, 
or the intelligentsia — not necessarily 
the same. But her offbeat, breathless 
(and, to many viewers, delightful) 
personality lost impact precisely 
where Ward sells most of its bread, 
with lower-income groups. “They 
just didn’t dig her.” At any rate, 
Ward gave her lots of exposure, east 
of the Mississippi, for 18 months, 
then quietly interred her in the ele- 
phant’s graveyard for worn-out car- 
toon characters. 


& Back at GE, Robert Coming had 
something to say about burying such 
characters. “We're asked, ‘Once you 
have decided to discontinue your use 
of Mister Magoo, aren’t you back in 
the same position as you were before 
you developed the program — faced 
with deve loping a new marketing ap- 
proach? Or more appropriately, the 
advertising approach within your mar- 
keting program?’ 

“Let me stress that this is a hypo- 
thetical question since we are not 
even thinking of switching from Mis- 
ter Magoo at this time. 

“The implication of the question 
is that upon selection of a successful 
character and program, the problems 
of creative marketing are solved. This 
is far from the case, as recognized by 
our POPS marketing approach. Es- 
sentially, this Point-Of-Purchase Sell- 
ing system says that there are five 
ingredients necessary to every sales 
program for the retailer: products, 
packaging, displays, merchandisers 
and advertising. All are interrelated 
and necessary to successful bulb sales. 

“We could invest and invest and in- 
vest in Mister Magoo — but without 
success in the four other areas of the 
POPS program we wouldn't have a 


successful marketing program. Mister 


Magoo is good. But he’s not a super- 
man. He needs the elements of the 
POPS approach, plus the strong sales 
force we have. The significant factor 
here is that we could do without 
Magoo but we couldn’t do without 
POPS — or our sales force.” ® HW 


REDDY KILOWATT 


Your Electric Servant 


“Ss 


Other Voices from Corporate Bodies 


The four characters on this page are distant cousins to adver- 
tising’s Mister Magoo. They are specially created creatures, de- 
signed to lend a personal touch to products and services. There 
are dozens of such little characters on the advertising-marketing 
scene. These four are among the older or better known. 


Reddy Kilowatt is the registered trade-mark of Reddy Kilowatt, 
Inc., and licensed, investor-owned utility companies in the U.S. 
and other countries and is so used by permission. 


Wolley Segap is the animated spokesman for the Yellow Pages 
(he’s Yellow Pages spelled backwards). He’s been flipping through 
himself on TV spots since 1955. 


Willie the Penguin promotes Brown & Williamson’s Kools and 
is one of the elder statesmen among such cartoon characters. He’s 
alive but not as vigorous as he has been in the past. Now he 
appears at the tail-end of the company’s TV. messages. 


Speedy Alka-Seltzer was born in 1952 as a trade-mark char- 
acter for use in publication advertising. The following year he 
came to life on TV. Unlike the other characters on this page, he’s 
actually more puppet than cartoon. 
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How to 


KARL G. KEMPF 
V-P, Marketing 
Thomas & Betts Co., Inc. 


The Thomas & Betts Co 
that cuts at the 
profits is a poor 


believes 
price expense of 
to conduct a 
T&B posts a single national 
price for all its and it 
competes price-wise with only major 
national competitors. We might in- 
itiate an economically justified reduc- 
tion but never simply undercut to get 
an order 


way 
business 


customers, 


How, then, do we compete 
with price cutting? 

At T&B we have a product ap- 
proach called the “Pink Screw” policy. 
Briefly, this means that our products 
must have that added something that 
makes them more distinctive, of bet- 
ter quality, and more versatile than 
competitive products. More scientifi- 
cally, our products must be more 
durable, better built, and must offer 
the user a lower installed cost. Also, 
we increase inventories and internal 
departments to give the best service 
possible 

Thus, to « ompete with an iron elec- 
trical fitting with five screws, selling 
at 9 will design a steel 
fitting using only one screw and selling 
at 10 cents. A contractor can install 
yur fitting in one minute while the 
competitive fitting may require two 
minutes to install. With labor and 
overhead calculated at 10 cents a 
_minute, our fitting will actually “cost” 
1 contractor only 20 cents, while the 
competitive fitting, although selling 
for less, will really cost 29 cents. 


cents, we 


In other words, price is only one 
part of the actual cost of the product 
The contractors and engineers using 
our products know this. Price cutting 
mav gain a few orders, but without 
product quality and service, it will 
rarely capture hold markets. 
Sooner or later competitors must in- 
evitably raise prices again and in the 


meantime they have impaired their 
profits 


and 


RAYMOND E. MILLER 


V-P, Sales 
Divco-Wayne Corp. 


Our answer to lower-price com- 
petitors is that the cost of a truck is 
insignificant compared with the pay- 
roll needed to operate it, and that in- 
dustry can ill afford not to make 
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Fight Price-Cuttin 


Thomas & Betts’ Kempf 


every saving it can in salaries, greater 
efficiency and lower unit-per-mile de- 
livery. 

Each of Divco-Wavyne’s divisions, 
Diveo Truck, Wayne Bus and Miller- 
Meteor funeral coach and ambulance, 
makes a specialized, virtually custom- 
designed vehicle to fit a specific use. 

Anyone can build a truck, and those 
who need only a motor-driven box on 
four wheels can have one built by 
anv of the hundreds of local body 
builders across the country. Divco, on 
the other hand, builds “tools for 
profit,” and its specialized vehicles 
are designed to carry products most 
economically, with the least man- 
handling, lowest maintenance and 
greatest savings-per-mile available to 
cost-conscious industrialists. 

For instance, Divco’s snub-nose 
milk truck is actually a “container,” 
as well insulated and refrigerated as 
can be made, in which a specific 
number of milk cases will fit without 
waste space, and can be loaded and 
unloaded quickly and at least cost 
in man-hours and effort. Only after it 
is built do we drop this “container” 
onto a heavy-duty chassis—and then 
it becomes a truck. 

Having expanded into other fields, 
Divco is pressing home its advantage 
to industries where vehicles can effect 
similar savings in manpower. 

Where budget, rather than price, is 
an insurmountable obstacle, we offer 
Diveo-Wayne’s own sales financing 
program. In addition, all Divco- 
Wayne products are personally mer- 
chandised and demonstrated to pros- 
pects. Higher price is justified through 
convincing sales tools and arguments 
to show that the slightly higher initial 
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Divco-Wayne’s Miller 


cost is returned many times over in 
lower operating costs and increased 
profit-efficiency ratios. 

Our sales people can, therefore, 
meet competitors with the argument: 
“When you offer the over-all value 
we do, then we'll discuss price.” 


CAROL LYTTLE 


V-P, Sales 
Dictaphone Corp. 


There will always be price buyers 
and price sellers. Our answer is to 
sell value. This value is the sum of 
everything a customer gets when he 
does business with Dictaphone Corp. 
Our product has long been the bench- 
mark of quality in the dictating ma- 
chine industrv—but the customer gets 
more than product quality. He gets 
a system of communication that makes 
his investment pav off, plus collateral 
services of substantial value. 

Our full-time service department, 
largest in the industry, specializes in 
preventive maintenance. No matter 
where a customer may be, Dictaphone 
service is never far away. 

Dictaphone Travel Service entitles 
traveling customers to the use of 
dictating equipment in more than 200 
cities in the U. S. and Canada where 
we have offices and in many key 
cities abroad, for a nominal charge. 

Our experience assures companies 
of expert analysis and help in deter- 
mining the most efficient type of 
dictation system for their particular 
needs. 

More than 3,000 schools teach the 
Dictaphone method, using our Sec- 


Competition 


Dictaphone’s Lyttle 


retarial Practice Course, and through 
our own staff we offer customers per- 
sonal help and teaching aids in the 
training of secretaries and dictators. 

Price competitors, including im- 
porters, do not offer these and other 
plus benefits that spell value to the 
buver. 

So our answer to price cutting is 
to emphasize the fact that, after 70 
vears of leadership in the business, 
Dictaphone is in the best position to 
give value, to serve customers with 
methods, systems, services and prod- 
ucts designed to make written com- 
munication easy, economical, efficient. 


VICTOR HOLT, JR. 


Executive V-P 
Goodyear Tire & Rubber Co. 


First, it should be understood that 
the tire and rubber business _his- 
torically has been a highly competi- 
tive one. Price competition in our 
business seldom, if ever, is a tempo- 
rarv factor. On virtually a day-to-day 
basis, costs and the market situation 
dictate prices. 

At Goodyear, the relationship be- 
tween costs and the competitive pic- 
ture is under constant study with re- 
spect to prices, but our fundamental 
defense against competition is our in- 
sistence that all of our products, re- 
gardless of price, offer the consumer 
the most value per dollar spent. 
[Goodvear recently issued a warranty 
against road hazards. This is above 
and beyond its older warranty against 
defective workmanship. ] 

It is because of this approach and 


Goodyear’s Holt 


attitude that our tire sales people 
frequently advise the consumer: 
“Don't just look at the price tag. 
Buy your tire on the basis of ulti- 
mate cost per mile.” 

Another of our weapons is our 
steadfast recognition of the retail out- 
let—the tire dealer, for example—as 
the most important part of our sales 
organization. We trv to aid the re- 
tailer in every way possible, and 
benefit in return from his intimate 
knowledge and understanding of the 
ultimate consumer. 

We cut no corners in our effort 
to equip our dealers to put up a 
winning battle in the market place. 
Our advertising and promotions are 
designed to get the customer in con- 
tact with the dealer—our best bet for 
the making of a sale. 

We also support our dealers with 
extensive sales and service training 
programs, display and floor-planning 
service, merchandising service and 
many other measures that make 
them stronger—and make Goodyear 
stronger. 

Finally, we have a strong weapon 
in our continuing research in quest 
of new and better products and meth- 
ods. 


STANLEY C. GILLETTE 


V-P in Charge of Marketing 
Phillips-Van Heusen Corp. 


Price cutting is not new, but our 
industry was recently hit by a new 
influx of it from Japan and Hong 
Kong. Manufacturers long ago real- 
ized that “price appeal” can always 
attract some American consumers, 
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Van Heusen’s Gillette 


and many little-known brands  suf- 
fered when the importers came in. 
But that has not prevented many 
others from combating these cost- 
cutting competitors and_ building 
profitable businesses. The ones who 
have been most effective in the fight, 
and Phillips-Van Heusen is numbered 
among them, are invariably those that 
have built up a solid brand loyalty 
among consumers. 

This one element, a_ reputable 
brand name that spells quality to 
the consumer, is the strongest weapon 
against price cutters. Through the 
uniformity and standardization of Van 
Heusen products, we've built the 
brand name up to its present stature; 
our job in the future will be to main- 
tain it. 

We'll do this by continuing to em- 
phasize research and development. 
There are ever new developments and 
techniques appearing in chemicals, 
fabrics, etc. We must keep abreast of 
them to maintain the “fashion first” 
position so important in combating 
the low-price items. An example of 
the kind of new development I mean 
is the wash & wear trend. Price 
cutters will avoid the expense neces- 
sary to create a market for the new 
product. They wait until the branded 
product has attained consumer ac- 
ceptability and then try to produce 
more cheaply. But if the brand has 
capitalized properly on its lead and 
its advertising ability, the new prod- 
uct and the brand image will be tied 
together. 

However, that’s not enough. While 
the price cutter works on this prod- 
uct, we've got to bring out newer 
—and better—ones. @ 


February 17, 1961 41 


Schussing Along with the 


There’s more than skis in the ‘schuss’ market. More than 3 million American 


skiers, age five on up, want the works with their fun—and they’re willing to pay. 


I 
helple Ss heap in the snow 


EF’! RY TIME a snow bunny gets 
tangled up on a “Christv.” lands 


1 SOG" 
id loves everv minute of it — vou 
1 bet there's been an equally happy 
vd of marketers responsible for his 
Evervthing from the lift that got 
there, the goggles now awry on 
cheek and the water-repellent ski 
that won't show his debacle, 
drink and canapé that will soon 

it all seem even more worth- 


ave been sold because of the 


And when he starts wearing his 


«ks inside his ski pants changes 


from renting equipment to buving, 
from week-ends to whole vacations, 
and has time to concentrate even 
more on after-ski clothes and enter- 
tainment — as he changes from snow 
bunny to ski-addict—vou can bet they 
have him for good, and for plenty. 
This month thousands of the 3 mil- 
lion or more American skiers are on 
skiing vacations or planning to go, 
representing a market estimated 
shortly to top the $1-billion mark. 
For many manufacturers, these skiers 
have alreadv swelled sales of a wide 
variety of products, but for hundreds 
of others a big potential lies ahead 


JUNIOR EXPERTS need the best, too, and happily for marketers, outgrow it fast. 
These moppets may be good customers for 40 or 50 years. Extra markets are 
in recreation facilities for juveniles, to relieve parents for their own ski time. 


ee 


Photo by Ski Magazine 


in this popular, fast-growing sport. 

Skiing in America is still a voung 
recreational sport. The 1932 Winter 
Olympic Games at Lake Placid marked 
the start of skiing as a popular recre- 
ational sport and as an_ industry. 
Then, in 1960, with the Olympics at 
Squaw Valley, with a better-educated 
public, skiing got its “basket catch” 
and is now on the threshold of what 
close observers call a “golden era of 
marketing potential.” 

All sources agree that at this stage 
of skiing’s growth no other recre- 
ational sport promises such a large 
potential market for American manu- 
facturers. It is a market that pulls 
within it many other markets which 
may not necessarily be called strictly 
“ski” markets. Those close to the 
industry anticipate what thev call an 
“explosive growth” of an enthusiastic 
skiing and winter resort public. Mar- 
keting opportunities for manufactur- 
ers in manv industries include: 

The ski-lift market: One of the 
major market developments is that in 
ski area expansion, improvements, and 
being planned. A 
measure of the market’s growth is 
found in the capital investment dur- 
ing the past five vears. New major 
lifts installed break down as follows:* 

1955-56 35 
1956-57 48 
1957-58 76 
1959-60 84 
1960-61 112 


new areas now 


These lifts represent only a part 


*Source: Ski Publications, Inc. 


Ski Craze 


of the total investment in new areas 
or in expansion of existing facilities. 
For instance, in preparation for the 
1960-61 season over $7.5 million will 
have been spent in ski area develop- 
ment. This upward curve shows no 
sign of leveling off; and on drawing 
boards now, for completion during 
the next two years, are several gigan- 
tic and totally new areas, representing 
initial capitalization of many millions 
of dollars. 

At present there are 1,000-odd ski 
areas being operated across the snow- 
belt of the U.S. Not all returns are 
in yet, but those areas that have re- 
ported point to opportunities for mar- 
keters in a wide variety of industries. 
A survey conducted by Ski Magazine 
shows a vast amount of expansion in 
buildings, trail acreage and auxiliary 
facilities. Equipment that area opera- 
tors will be in need of in the imme- 
diate future includes: 


e Snow-making machinerv: Even 
for areas in such a state as Colorado, 
artificial snow is necessary. Example: 
When the Broadmoor Hotel in Colo- 
rado Springs decided to add skiing 
to its list of recreations, it installed 
a double-chairlift on a perfectly 
groomed slope, and for good measure 
added snow-making machinery. For- 
mer Olympian Steve Knowlton, who 
installed the lift, explains: “We are 
at the edge of the Rockies, and the 
climate in town has a reputation for 
mildness. So we went all the wavy to 
eliminate risks.” , 


e Aerial tramways, tow ropes and 
overhead lifts. 


e Glass sun decks. 


e Rotary plows for snow removal, 
snow tractors for packing and groom- 
ing, snow maintenance equipment. 

e Bulldozers for removing stumps 
and rocks, equipment to cut down ice 
mounds. 

@ Road graders, cat tracks, snow 
crawlers, rollers, chain drags and all 
kinds of plows. 

e Lighting equipment for night 
skiing. 

This is only a partial list of equip- 
ment needed just for acreage develop- 
Marketers can add to it a big 
potential market for equipment and 


ment. 


SKI FASHIONS often set trends for 
entire cold-weather markets, as 
the items become status symbols. 


Sojoud 


14g Aq 


zeoew 


“IN-THE-KNOW” 
picked out at a glance by their clothes 
and gear. 


Photo by John Burns 


products for new lodge, club, motel, 
ski and repair shop buildings and 
auxiliary facilities such as warming 
huts and rest-rooms. They run the 
gamut from restaurant, snack-bar and 
bar equipment, automatic hot drink 
machines, to parking lot facilities, 
steam bath equipment, rental and re- 
pair shop facilities, to furnishings for 
housekeeping cabins, equipment for 
first-aid rooms, ski school facilities 
and practice jumps. 

Examples of what is taking place: 
At one area in Pennsylvania, plans 
are under way for development of a 
self-contained village. A $3-million 


skiers can always be 


Styles in both change often. 


Ski Craze 


(continued 


ski and year-around recreation area 
being planned for Stratton 
Mountain, southern Vermont’s tallest 
peak, by members of a Vermont-New 
York development group. 


Is now 


The emphasis at all areas is on 
accommodating more skiers better. 

Basic ski equipment: This market 
should be a challenge to manufactur- 
ers who are not already capitalizing 
on the increasing demands of skiers. 
The challenge for American market- 
ers is this: Much of the basic ski 
equipment — such as skis and boots — 
is still imported. However, numbers 
of U.S. manufacturers have already 
gained a substantial share of this big 
market. Here are a few trends for 
U.S. marketers to study: 


@ Metal skis: There seems to be 


Photo by Ski Magazine 


NOT EVERYONE NEEDS SKIS at a ski resort, but everyone has to look like a 
skier—and everyone socializes. After-ski markets are as big as the obvious fields. 


as obsolete as the wood-shafted golf 
club is not certain, but new marketers 
in the ski field should look to the 
metal ski as a very safe bet for the 


metalworking and bonding for super- 
sonic planes, is now seriously inter- 
ested in the ski market. European ski 
makers are all experimenting with 


no end in sight in demands for them. 


How 


near future. 


long before the wooden ski is company, for 


One American aviation 
instance, 


skilled in 


How Many Skiers Are There? 


Because the U.S. ski industry is still young, there is 
not as yet an organized compilation of figures as to 
the exact number of skiers and rate of growth 
annually. Estimates vary, but the majority of sources 
at this time estimate that there are now 3 million or 
more skiers. 


Ski Publications, Inc., has this to say: “We see 
estimates all the time that go all the way up to 5 
million. Two years ago the Gallup people, in a nation- 
wide survey of sports participation, determined that 
there were 3 million skiers in the U.S. Our best guess 
is that there are approximately 1 million. The dis- 
crepancy is accounted for partly by wishful thinking 
and partly by inadequate definitions as to what a 
skier is. When we say there are about a million active 
skiers, we mean that probably 90% of the skiing 
done in the 1959-60 season can be accounted for by 
these million skiers.” 


Another source, Skiing Publishing Co., estimates 
that the number of U.S. skiers increased from 1.4 
million in 1949 to 3.5 million in 1959. 


As to the number of people who are beginners and 
casual skiers, or the number of people who might 
putter around on golf courses and in backyards, or at 
ski hills with some sort of uphill device, no one will 
venture to say—but the consensus is that there are at 
least a million or more of them. 


“The biggest question mark as to the number of 


skiers at this time,” Ski Magazine points out, “comes 
in the conversion of skier-days to skiers. How many 
days does the average skier ski? Our subscribers 
average 16.9, and another ski publication claims an 
even higher figure. Informed lift-line surveys have 
shown around 11 days. Obviously, subscribers to ski 
publications are going to be well above average in 
ski activity. It seems fair, then, to halve our sub- 
scriber figures and say that the 8 million skier-days 
for the 1959-60 season were accounted for by about 
a million skiers. 


“It is in this conversion figure, however, that the 
most ‘Kentucky Windage’ appears. If the 8 million 
skier-days are accounted for by people who ski an 
average of only two days a year, we get a ski 
population of 4 million. We are inclined to guess, 
however, that the ski population might divide into a 
hard core of 275,000 who ski an average of 13 days; 
350,000 enthusiasts who ski an average of eight 
days, and social skiers who average four days. This 
is pure conjecture though. 


“We are now moving to have Ski Industry Assn. 
undertake a scientific survey to learn more about 
skiers—how many, annual rate of increase, etc. Our 
subscribers are not typical of U.S. skiers in general, 
but they are typical of the 300,000 or more who do 
most of the skiing at lift areas and buy most of the 
higher-price ski equipment and clothing. They are 
perennial skiers, the hard core of the ski market.” 
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metal skis, but meanwhile American 
manufacturers are making great head- 


Meet the man who knows more than you do 
about who buys your product... 


HE KNOWS— 


Who your prospects are 

Where they are located 

What types of establishment they operate 
How much they’re prepared to buy 

What their credit rating is 

Who makes the buying decisions 

What they are looking for, exactly 

How they like your line 

What competitive products are being considered 
When they’Ill place the next order 

Who is most likely to get the business 


He knows all this because he is a local 
distributor serving the volume feeding market. 


What he knows can help 
you sell more to the volume 
feeding market 


The local distributor knows where the 
business comes from. He covers all your 
prospects, deals directly with the people 
who make buying decisions in all types of 
places where food is prepared and served. 


He —and all your distributors —can sell 
more of your product if you support their 
sales efforts with advertising to all the 
people they call on; not just restaurants, 
or hospitals or schools — but all of them. 
(As the U.S. Census reports, restaurants 
represent 44% of the market.) 


Fortunately, there is a way you can do this 
... All across the country selected distrib- 
utors and food wholesalers pay us to send 
VOLUME FEEDING MANAGEMENT to their 
customers and prospects, When you adver- 
tise in this magazine you automatically 
put your advertising in balance with your 
sales potential. 


But this is not all. Since VOLUME FEEDING 
MANAGEMENT is circulated only to volume 
feeding specialists, it can be (and is) edited 
exclusively to meet the interests and needs 
of the very people you want your distribu- 
tors to sell. Result is intense readership 
combined with no-waste, balanced circula- 
tion. This combination makes for reader 
action. For details, send for “Sales Activity 
Stimulated by Advertising.”” Make VOoL- 
UME FEEDING MANAGEMENT your basic ad- 
vertising medium in 1961, and you'll give 
your distributors the balanced support they 
need—in the : total, volume feeding market. 


Volume Feeding Management 


205 East 42nd Street, New York 17, N. Y. 


NAFEM Gd rma 


A Conover-Mast Publication 
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way in this popular type of ski. 


e Colored plastic and fiber glass 
skis that overcome the weaknesses of 
former models and give the “live 
iction” of a wood ski 

e Racing-tvype boots, using extra 
heavy leathers 
klets to 
boots with tongues shaped to foot and 
inkle to make 
weight boots in gay 


skic rs 


e Improved ski release bindings- 


boots with snow an- 
prevent snow from drifting in; 


lacing easier; light- 
colors tor women 


rv much needed to protect the re- 


lease mechanism from freezing and 


clogging with snow. Example: bind- 
ings which involve use of nylon on 
moving parts, which reduces friction 
and prevents corrosion. 

e Ski poles that are lighter, stronger 
and more attractive in design. Exam- 
ples: One new pole comes in gold 
and natural aluminum finishes and 
extra light aluminum 
ring; all-black aluminum alloy pole 
which features a knock-off ring which 
can be removed and remounted in 15 
seconds. There is also an increasing 
demand for brand-name poles. 


features an 


e Safety helmets for racers. 


HOW 
OFTEN 
DO YOU 
FIND 
IT? 


Wynantskil Coverage 
WY 


135,000 Consumers 
41,000 Households 
$275,471,000 


EFFECTIVE 
BUYING INC. 


We Provide 
it 75% COVERAGE 


At One 
Cost 
22c A Line 


OF RETAIL TRADE ZONE 


233,000 


ROP FULL 
COLOR 
AVAILABLE 


THE TROY RECORD 


AND 


THE TIMES RECORD 


TROY, N. Y. 
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Raw materials: They are needed 
for the manufacture of basic ski equip- 
ment and make up another big po- 
tential market. Included are hickory 
wood, heavy- and light-weight smooth 
leathers, new plastics, fibers for all 
types of fabrics, rubber, glass, alu- 
minum, steels, wool, color pigments, 
chemicals of all kinds. 


The safety equipment market: It 
is ready-made for many manufactur- 
ers, for skiing is a dangerous sport. 
No all-conclusive study of ski acci- 
dents is available as yet. Stated fig- 
ures® are of many types: 25.8% (one 
or more injuries per polled skiers); 
six accidents per 1,000 skiing days; 
three injuries per 1,000 skiers; 18,500 
skiers evacuated annually from slopes 
by the National Ski Patrol, to mention 
a few. 


> One fact remains nevertheless: Lift 
operators are concerned about the 
safety of their skiers, and they are in 
the market for any device or equip- 
ment that makes lifts safe. No opera- 
tor will resist any marketer’s presen- 
tation or demonstration that shows 
him how lifts can be made safe dur- 
ing loading and unloading. 


The after-the-lift-stops market: The 
ski social whirl is spelling out big 
markets within markets for all types 
of manufacturers. Not only does this 
“social” market include skiers them- 
selves, it includes thousands of skiers’ 
friends and families who tag along 
just for the irresistible post-skiing so- 
cial attractions. Many people, of 
course, go skiing because they like 
to ski. But they also go for other 
reasons: Boys go to meet girls, girls 
to meet boys, friends to meet friends. 
Good skiers go to show off their equip- 
ment and skills. All skiers go to show 
off their outfits. And some people 
just want to be spectators or look at 
the scenery. Skiing vacations there- 
fore provide a certain “snobbish,” 
heaven-sent way for people to show 
off their “fresh outdoors look” and 
equipment and give them something 
to write home about. 


For marketers, it all means a big 
demand for a wide range of products, 
from skiing equipment and accessories, 
ski and other winter togs, smart lug- 
gage, to kiddie furniture and tovs for 
ski lodge nurseries, portable record 
players, photographic equipment, sou- 
venirs, gourmet foods, games, to liq- 
uor, which accounts for as much as 
20% of the dining-bar business in 
many ski lodges. 

The ski-wear market: It’s going 


(continued on page 110) 


*Federal Reserve Bank of Boston 1960 
Research Report. 


Advertising ~ 
playback 
0% men 


And before the people interviewed were shown the 
advertisement—which was a four page, four-color gatefold, run 
by the California Redwood Association! 

The readership check, made when this issue was only 2? 
weeks old (by National Field Service, a division of Alfred 
Politz Research, Inc.), reported: seen by 69% of the men and 


80% of the women interviewed; 6% of the men 


40% \ ome I )! and 3% of the women had visited, or intended to 


Successful 
Farming 


visit, a dealer; and 20% of the women had discussed 
the advertisement with friends and neighbors! 
Where did the ad run? In Successrut FARMING. 


SF is a medium that moves people. It is read, studied, kept, 


consulted, believed, followed—with respect and confidence that 
get advertising a better reception and 
response, make more sales. 

This magazine’s influence was earned 
by fifty-nine years of unique service to 
the country’s best farm families. It is 
the work manual, professional journal, 
graduate course, of the intelligent and 
ambitious business man farmer. It is the 
valued aid of his wife, whose homemaking 
routines and problems are far different 
from the urban woman’s. 

SUCCESSFUL FARMING reports the rapid 
and revolutionary progress of farming— 
helps increase yields and profits, saves 
work, improves the investment of its 
farmer reader, helps him plan and meet 
changing conditions. It means money 
in the bank, a better home and life. 

And it offers one of today’s best class 
markets — farmers with an income about 
70% above the national average. 

Any SF office can tell you more. 


SUCCESSFUL FARMING . . . Des Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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Te Lhe man responsible for Aales Auccess: 


INCENTIVE MERCHANDISING IS ONE 
OF YOUR MOST EFFECTIVE TOOLS! 


Premiums can help you: 


@ Win sales in a new market or territory 
© Offset price competition 

@ Introduce a new product or package 
@ Increase the unit of sale 

@ Stimulate salesmen’s enthusiasm 

@ Arouse dealer interest 

@ Secure better display 

@ Spark special events 

© Create consumer traffic 

© Speed up sale of slow items 

@ Increase repeat sales 

@ Obtain new prospects 

@ Open new accounts 


Why glassware is the perfect premium: 


Nothing else has the universal appeal of glassware. It 
combines glamour with utility. It induces pride of 
ownership, and it has an inexhaustible appeal. Glass- 
ware premiums stay in use as constant reminders of 
your product or service. 


Glassware is one of the most versatile incentive 
choices. Glassware premiums can be high, medium or 
low-priced; personalized or plain; in sets or as singles. 
Glassware is perfectly adaptable to free point-of-sale 
gifts, self-liquidators, coupon redemptions, continuity 
promotions, accumulated register tape deals, dealer 
premium offers, salesmen’s incentives, and many more. 


Best of all, glassware premiums are always low-cost, 
no matter how much you decide to spend. Compare, 
and you'll agree: no other merchandise can look so 
impressive or offer so much utility and eye-appeal at 
such a low per-unit cost. Glassware offers you the 
greatest value for your promotional budget. 


Take tumblers, for example. Think how widely popular such a premium item can be. (Did 
you know that the average family breaks more than 43 glasses a year?) The illustrations on 
the opposite page give some indication of how wide a choice is available when you use tumblers 
as premiums. They come in dozens of sizes and shapes; heavy-base or light-weight; frosted, 
clear or in colors; personalized, plain or in dozens of stock decorations, machined or hand- 
cut; singly or in handy sets of four, six or more. All are adaptable to a custom design or 


message. All are available in small to very large quantities, over a wide price range. 


Why Anchor Hocking is the perfect source for glassware: 


Nowhere can you find a more complete, more 
beautiful, more versatile or less expensive line 
of household glassware than that produced by 
Anchor Hocking. 


With more than fifty years of experience as 
leaders in the field, Anchor Hocking’s Tableware 
Division now produces over 2,000 items of house- 
hold and related glassware. The line includes 
every kind of utility and decorative glassware for 
home use and hundreds of specialty and novelty 
items. In addition, Anchor Hocking’s hand-cut 


and specially decorated glassware can be custom- 
produced to meet your specialized needs. 


Anchor Hocking has been supplying incen- 
tive programs for many years. We know how 
premium plans work, and when they should be 
used. We’ve supplied premiums for every type 
of promotion and are constantly working on 
new approaches. We have countless case histo- 
ries to show you what others have done—and 
the ability to help you devise your own potent, 
profit-building promotion! 


15 oz. Bavarian 416 oz, Frosted iced Tea 
25 oz. Snifter = 


3519/6103 


3386/172 


3658/121 
105/16B - Swe/an 


ANCHORGLASS : ssiabiinbicbaniiiaiaendialae ienscnmnniiel chile evden 


ANCHOR HOCKING GLASS CORPORATION 


f? R - M | | } M oe : Premium Department « Lancaster, Ohio 


: We are interested in learning how a glassware promotion can help 
make you money... : 


us and would like to discuss this in detail with you. 
make you friends 


Anchor Hocking Glass Corporation 
Lancaster, Ohio 


NAME____ 
COMPANY __ 


ADDRESS 


CITY ZONE.___STATE 


CHEMICAL ENGINEERING SALES FILE / 1 


Re: Buyer Motivation 


‘‘How can I help my salesmen understand buyers 
_better...what they do and why they do it?”’ TRY THIS: 
Geta copy of«CPI-BUYING PATTERNS.” | 

Use it as a training manual. This 

new study by Universal Market- 
_ ing Research(Div. of Alfred Politz) 
~ demonstrates the technical deci- 
> sion-maker in action in the $55- og 
~ -billion-spendingChemical Process \ 
- Industries...what he does, what ' 
he wants to know, if he 
-sees (or does not see) 
~ salesmen, how he 
_ buys.Available only 
_ from CHEMICAL 
_ENGINEERING, 
~ McGraw-Hill, 
|} 330W.42dSt., 
- | NewYork 36 
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TESTING 


P-O-P voting machines 


get consumer opinions 


PRICING 


price-fixing probed 


in steel and cement 


MARKETING NEWSLETTER 


Campbell Soup, General Electric, Vick Chemical are among the 
first to test a fast new "automated" method of getting consumer 
opinions on their products and packages. Other major marketers, 
who cannot yet be named, are also planning to try this new tech- 
nique. Note these points: 


The system: A mechanical means of gathering unsolicited con- 
sumer preferences in high-volume super markets. It was recently 
developed by and is the exclusive patented property of Auto- 
mated Preference Testing Corp. . . . How it works: "Voting ma- 
chines" are placed at adult eye level on super market shelves, 
right at point-of-purchase. Consumers can express spontaneous 
preferences by pressing six buttons in answer to numbered ques-= 
tions on a program card on the machine's face. 


What can be tested: Products, package design, color, shape, size, 
labels, ad copy, promotional displays, gondola locations, etc. 
« « « Cost: Said to be considerably less than that of conventional 
person-to-person interviews. . . . Results: A 10-store test 
yields 3,000 to 5,000 opinions in a 72-hour period. The com- 
pany has an arrangement providing for tests in 160 A&P super 
markets, ten in each of 16 major marketing areas. . .. Plus 
points: Speed, volume, favorable cost could combine to greatly 
accelerate test-marketing of new products and packages. ... 
On negative side: The machine is still no substitute for the 
depth interview required in certain cases. 


Marketing execs in 70 steel companies and 50 cement firms are 
on a new hot seat. They knew that the Federal Trade Commission 
was quietly checking up on their pricing practices. But now 
Chairman Earl Kintner has publicly revealed these "full-scale 
investigations of industry-wide price-fixing." He flatly added 
that the information is "being analyzed" to determine whether 
violations have occurred. ... Such investigations, particu- 
larly of this magnitude, are normally shrouded in secrecy. But 
now Kintner has dropped a blockbuster, and everyone is anxi- 
ously waiting to see if it's going to explode. 


Meanwhile, the electrical equipment industry, in the wake of 
last year's price-fixing fiasco, is trying to shake off a very 
ugly hangover: the need to make peace with hundreds of substan- 
tial utility and Government agency customers. Some state and 
local government customers in particular have strongly hinted 
that they'll demand damage payments. .. . The three biggest 
suppliers involved — General Electric, Westinghouse, Allis- 
Chalmers—are conducting "cooperative studies" with their cus- 
tomers to determine whether they were damaged financially—and 
how much. This task is so important that GE gave it to its 
former president, Charles E. Wilson, apparently because of his 
wide acquaintance with the company's many customers. 
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+) NEWSLETTER (continued) 
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CONTESTS A Post Office Department clampdown on sales promotion contests 
lies just ahead. . . . Tightened interpretations of two of the 

three elements that constitute an illegal lottery—"chance" 

on lottery laws and "consideration"—have been issued in proposed form, with 
marketers given until March 1 to submit comments. The third 
element—a "prize"—is necessarily present in all contests, and 
when the P.O. proves that all three elements exist, a promotion 
plan is declared illegal and cannot be mailed in any form. Since 
a publication containing any mention of an illegal lottery is 
non-mailable, print media and their advertisers have a big stake 
in the proposed rules. . . . The new interpretations are too 
complicated to spell out here, but it's certain that contest 
planners will have to make major changes and their ingenuity will 
be tested as never before. 


P.O. gets tough 


Included in the contest crackdown are facsimile copies, limer- 
icks, jingles, sentences to be concluded in 40 words or less, 
bonus awards based on numbers of box tops or coupons submitted. 
- - - P.O. officials moved not on the basis of new laws or court 
decisions but on the theory that matters have gotten out of 
hand and must be corrected by administrative action. 


STRATEGY Major tire makers have nothing but respect for B. F. Goodrich's 

bold move to beef up its tire distribution. The purchase of 

Rayco Manufacturing will give Goodrich another $30 million in 

to beef up distribution sales ; 125 top retail outlets in 17 major metropolitan markets ; 
1-1/4 million key consumer prospects in the car owners who buy 
Rayco products each year; even an investment in the manufac- 
turing end of the seat cover and convertible top business. ... 
Goodyear, Firestone, U.S. Rubber, other competitors note that 
the merger particularly strengthens Goodrich distribution in 
the big New York and Los Angeles markets. 


a bold move 


MERGERS The recent trend toward corporate "joint ventures" will be 

nipped in the bud if Government trust-busters have their way. 

- « « Test case to watch involves Olin Mathieson and Pennsalt 

‘joint mergers’ Chemicals, both charged with restraining competition by set- 
ting up a joint firm, Penn-Olin Chemical. Department of Jus- 
tice wants to break up the combine. . .. The type of venture 
attacked as illegal is described as the "means by which two or 
more companies, without completely merging, pool their capital 
or technology to establish a new business entity." 


Justice challenges 


The Olin-Pennsalt deal, made a year ago, set up Penn-Olin with 
a $6.5-million plant to produce and sell sodium chlorate and 
other chemicals. There are only three producers of sodium chlor- 
ate in the U.S., Pennsalt being one—and Olin has been a major 
buyer of the product. . . . Pennsalt and Olin had agreed to ex- 
change technical and operating information through 1964. Com- 
mon stock of the new company was split between the two parent 


firms, and their officials were made officers and directors of 
the Penn-Olin "joint venture." 
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INSTANT 
“Lev EN 


Steero makes it...LOOK sells it! 


“i'm happy to report that our LOOK 
advertising was responsible... for a 
sales increase which is more than 
double our normal rate of growth,” 
reports Arthur L. Iger, Executive Di- 
rector of American Kitchen Products 
Company, makers of Steero Bouillon. 


Steero ran its first LooK advertisement in 
the March 29, 1960, issue. The ad appeared 
in Magazone 7 (West Coast), where—ac- 
cording to Executive Director Iger—‘we 
wanted to push Steero sales.” 

“In the month after our advertisement 
came out,” Mr. Iger reports, “‘our sales in- 


crease on the West Coast amounted to 
about 12%. Our sales generally had been 
increasing at a rate of 5%. 

“Our second ad, in your May 24, 1960, 
issue in Zone 7, showed thé cumulative 
impact of the campaign, with sales in this 
area running three or four times what 
our overall sales were. 

“We're all agreed that Look does boost 
sales. That’s why we plan to use LOOK 
Magazine on a continuing basis.” 

Advertisers recognize the tremendous 
pulling power of LooK Magazine. In the 
past year—and the past five years—Look 
gained more advertising revenue than any 


other major magazine. One reason for 
this unmatched growth is LOOK’s out- 
standing record in producing sales 
results. For LOOK means sales. 
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HOME OF THE GODS: RENT-$1 A YEAR 


High on a beautiful hilltop over Cincinnati—silhouetted 


the modern “home of the 
lation and wisdom. It 1: 


ey n Ntatil 


Sales Management 


against the cloud stands historic Mt. Olympus. It is 


gods of learning and imagi 
the home of WCET Educational 


February 17, 1961 


Mt. Olympus includes one of the world’s largest and finest 
TV studios with a giant TV tower built by the Crosley 
Broadcasting Corporation at a cost of $500,000—but 
these telecasting facilities are now rented as a public 
service to WCET for only $1 a year 


WCET, which was the first Educational TV Station licensed 
in the U. S., is operated by the Greater Cincinnati TV 
Educational Foundation composed of 52 school systems, 
colleges, and universities. This year the educational 


programs of WCET are being viewed in 28,000 homes 


the dynamic 
WLW stations 


WLW-T 
Television 
Cincinnati 


WLW-A 
Television 
Atlanta 


WLW-I 
Television 
Indianapolis 


WLW-D 
Television 
Dayton 


WLW-C 
Television 
Columbus 


Crosley Broadcasting 
Corporation a 
division of Aveo 


and in over 400 schools by thousands of students through 
out the Cincinnati area. 

So the Crosley Broadcasting Corporation considers it an 
honor to rent its half-million-dollar Mt. Olympus facilities 
to WCET for $1 a year. Our pride and our privilege. 
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NATHAN CUMMINGS 


DYNAMARKETER 


Loading the Breadbasket for 


By LAWRENCE M. HUGHES 
Senior Editor 


In the old days, when we had 
to buy cheap, we always had a 
sick child to nurse along. Today, 
however, it’s kill or cure. Today 
well buy only profitable com- 


panies with growth potentials.” 
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Consolidated Foods 


If you were lucky enough to be in a particular pent- 
house patio of the Palm Beach Towers this February 
morning, you saw a slim, trim, gray-haired man in yellow 
pants and multicolored straw hat, stretched out in ap- 
parent sunlit ease. 

But then a closer look would tell you that this reclining 
man was indeed very busy working with a battery of 
telephones. 

Unfortunately, my own visit with Nathan Cummings 
occurred on a Saturday morning a few weeks before, in 
the less salubrious setting of New York’s Waldorf Towers. 
He wore a simple blue suit and our talk was interrupted 
by only one telephone call. 

However, the founder-chairman of Consolidated Foods 
Corp. (the most diversified and “integrated” operation 
concerned with our collective belly) did his best with that. 

Even when the phone was not ringing, Cummings 
would drop his legs from the coffee table to cross the 
room and see that someone else’s did: 


e From Charles W. Lubin, who runs Consolidated’s 
Kitchens of Sara Lee, he learned (from Los Angeles) of 
the progress of a West Coast plant of this division. 


e He assured New York jeweler Harry Winston that a 
nephew’s credit (for the purchase of some emeralds) is 
“just as good as mine.” 


e He spoke with Consolidated’s headquarters on La 
Salle St., Chicago, about various matters. . . . And would 
they please put together for SM the combined expendi- 
tures of all the divisions for advertising and for product 
research and development. 


Mrs. Cummings dropped in from the next room to re- 
mind him that they had planned to visit some New York 
art galleries. 

Later, H. J. Everts, vice president and treasurer, wrote 
to say that for fiscal 1960, ended last June 30, “our ad- 
vertising expenditures totaled $5,317,000, equal to about 
1.25% of our total sales” (which were $425 million). The 
R&D total for the same period came to about $750,000. 

For an outfit which makes, as Nate Cummings con- 
cedes, “tens of millions of dollars worth of stuff” for 
others’ labels (or private brands), the $5.3-million effort 
to build such identities as Piggly Wiggly stores and 
Monarch and Sara Lee foods seemed, even to Cummings, 
somewhat substantial. 

“Probably, however,” he adds, “we won’t put Con- 
solidated’s image behind our brands.” 

Newest members of this group, at this writing, are the 
90-year-old Charles E. Hires Co. (root beer), of Philadel- 
phia, and Shasta Water Co. (canned beverages and fruit 
flavors), San Francisco. 

The letterhead of Consolidated Foods Corp. may be 
too modest in styling itself merely as “processors and 
distributors of foods.” (It also goes in for growing and 


retailing.) But it may be too brash in saying: “Business 
founded 1842.” That date marked the founding of a 
component company which Cummings (having gone 
through the wringer in the shoe business) did not acquire 
until a century later. 

Yet the scope and variety of this “processor and dis- 
tributor” already have become sufficiently broad and pene- 
trating to raise the eyebrows of the Department of Justice. 
Fortune points out that “Consolidated is a competitor or 
potential competitor of just about everyone” in the food 
business—“notably of its own suppliers and customers.” 

Cummings entered the business through a wholesaler’s 
door, and wholesaling or distribution of such brands as 
Monarch and Royal Blue still accounts for 37% of Con- 
solidated’s volume. The 35% share provided by retailing 
stems from more than 100 Piggly Wiggly grocery stores 
in the upper Midwest, May’s drugstores in Iowa, and 
The Lawson Milk Co., which operates a fast-growing 
chain of “dairy” stores in upper-central Ohio. 

Meanwhile, the dozen processors (28% of total) range 


from an Omaha producer of frozen poultry parts and 
other foods to a Buffalo chocolate company; from Cali- 
fornia producers of beet sugar, dried food seasonings and 
canned fruits and vegetables, to a Midwest division (with 
plants from Wisconsin to Texas) which packs vegetables, 
salad dressings, coffee, etc., largely for chains’ own labels, 
to a Maryland maker of soups and “dry pack” items. 


> In all these it may sometimes be a little difficult for the 
right hand to know what the left hand doeth. But Nate 
Cummings emphasizes to SM (and the D of J) that “we 
educate our people on the Golden Rule. They must all 
be scrupulously ethical. . . . Piggly Wiggly, for example, 
must play no favorites among its suppliers.” 

Also, Consolidated’s canning, packing and freezing di- 
visions must sell to its own Monarch and other divisions 
at the same price they sell to A&P, Jewel Tea and other 
“outsiders.” 

It took Cummings and associates five years to decide 
that “we could go into retailing without jeopardizing our 
processing business.” 

Despite the Golden Rule, Chairman Cummings and 
President S. M. Kennedy see to it that everyone is “ag- 
gressive.” They seek, as Cummings explains, to “assure 
us of a profit potential not dependent on any one phase 
of the business.” 

Consolidated’s division managers get a lot of authority. 
(It’s said that Sara Lee’s Lubin won’t buy butter from 
the corporation’s own creamery.) But Cummings empha- 
sizes: “We exercise tight control. At the end of each 4- 
week period, the executive office reviews reports from 
divisions. When earnings are not being realized, we move 
quickly to deal with the problems.” 

No longer does Consolidated pick up “dogs,” with the 
hope of unloading them, fast, at a profit: “Today, all units 
and all departments of units must return a minimum profit 
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THE 


WHOLE PIE! 


is yours when you consider 


ALL THE MARKET! 


» SYRACUSE MARKET... all 
; 15 counties-big (one-third 


1 of New York State). 


se Market is 


ne € ffective, low 


The SYRACUSE NEWSPAPERS 
4 


| THIS WHOLE VITAL 
MARKET HAS 
TO BE IN 
)UR AD 
PLAN 


GET THE DETAILS— 
L © S 


ULATION, influ- 
power, and full 
easurement 
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Sound Off... 


Much of Sales Management's 
editorial planning is ignited 
by subscribers themselves, 
through their letters-to-the- 
editors. We welcome not only 
your reaction to SM articles, 
but invite you to tell us what 
subjects you'd like to see us 


tackle. 


58 Sales Management 


NATHAN CUMMINGS 


DYNAMARKETER 


[at least 15%, before taxes] on the 
capital they use.” Some of them 
actually make 25% or more. “In the 
old days, when we had to buy cheap,” 
Cummings admits, “we always had a 
sick child to nurse along. Today, 
however, it’s cure or kill. Today, 
we'll buy only profitable companies 
with growth potentials. . . . Hires 
and Shasta have fine reputations.” 

(In the acquiring and merging of 
35 companies, Nate Cummings boasts 
“a batting average of .750. . . . But I 
could tell you about some beautiful 
bloopers!”) 

He sees Consolidated as hitting the 
half-billion-dollar mark in sales—not 
counting possible further acquisitions 
—by fiscal 1962. But he is more con- 
cerned with proving that there is 
money to be made in the food busi- 
ness ... and he intends to be around 
to help Consolidated make it (“I'm 
64—going on 45. I'll never retire”). 

“Each year we intend to earn more 
on our investment. In the last fiscal 
vear we earned 10%. This year we 
must earn 11%.” Thus far in the cur- 
rent fiscal year sales have risen 8%, 
and net profits, 17%. (Despite recent- 
ly higher dividends, Consolidated for 
several years has plowed back more 
than 50% of earnings.) 


> With the proverbially low profit 
ratios in wholesaling and retailing, 
the company is concentrating more on 
processing. Nate Cummings speaks 
with special fondness of Sara Lee. 
Its highly automated Chicago bakery 
already turns out more than a million 
products a week, and the West Coast 
plant is expected to add substantially 
to its total. 

Cummings calls Sara Lee “our 
most profitable unit in terms both of 
investment and sales.” He adds: 
“Since 1956 Sara Lee sales have 
trebled, from $9 million to $26 
million.” 

Yet the “next most profitable unit” 
is both a processor and retailer: Law- 
son Milk Co. of Cuyahoga Falls, Ohio. 

When Nate Cummings mentions 
marketing, he can speak from per- 
sonal training and experience. He has 
sold shoes, biscuits and candy. He 
savs that “I look at every major ad- 
vertising campaign of each of our 
divisions.” This interest stems from 
the time he left grammar school in 
St. John’s, New Brunswick, to go to 
New York to study showcard writing, 
window display and advertising in a 
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school held by the Dry Goods 
Economist. 

He put these skills to work for his 
father’s retail shoe business in Mon- 
‘treal. Soon he was pushing this busi- 
ness into wholesaling and manufac- 
turing. The expansion ended abruptly 
with the depression of the early 30's, 
which left him $148,000 in debt. 

With a partner, he bought control 
of Canada Biscuit Co. of London, 
Ontario. Four years later he sold out, 
profitably, and paid off his shoe debts. 

In 1939 he acquired the nucleus of 
the present Consolidated Foods by 
getting control of C. D. Kenny Co. 
of Baltimore. Kenny was a limited- 
line wholesaler, mainly of sugar and 
coffee, which also did some food pro- 
cessing. Cummings took over this 
$20-million-a-year business for $1.2 
million. 


> The food wholesaling business ap- 
pealed to him because its assets are 
primarily in inventory and he could 
keep his capital liquid. He hired 
Kennedy, a Chicago management con- 
sultant, and they embarked on gen- 
eral food wholesaling. 

Three vears later—for $3.5 million 
—Consolidated bought Sprague-War- 
ner, a major Chicago wholesaler. 
Today, 21 warehouses across the 
country distribute nationally -adver- 
tised Monarch foods to independent 
retailers, to members of Monarch 
voluntary groups, to chains, etc. 

Consolidated’s export division now 
sells Monarch and other products in 
“most countries,” Cummings says, 
“and recently—in Venezuela—the com- 
pany started to produce abroad. We 
sent down a Spanish-speaking Texan 
to run things—with the help of seven 
Venezuelan partners! Monarch is the 
spearhead, but other brands will 
follow.” Consolidated owns 51% of 
this company. 

Next April, as usual, Cummings 
and his wife will fly over to spend 
three months visiting art galleries in 
London, Paris and Rome. He owns 
more than 1,600 ancient Peruvian art 
objects, and he was “the first Ameri- 
can collector to take a complete col- 
lection to the Louvre.” For such 
efforts he has been made a Com- 
mendador of Peru, a Cavaliere del 
Merito of Italy and a member of 
France’s Legion d'Honneur. (“I never 
sell pictures,” he says. “I give them 
to museums—and to Consolidated 
executives, for work well done.”} 
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Young adults (under 35) are an extremely sig- 
nificant market. These are the people starting today’s 
“new families.” They need ever}thing. Their pur- 


chasing power is considerable. And advertisers note— 
more than 7 of 10 read a newspaper every day. 

But did you know? You sow miss from 62.7% to 
81.9%*—well over three-fifths—of this important 
group when you advertise in just one Chicago daily 
newspaper. 

It’s clearer now than ever before. It takes two or 
more newspapers to sell Chicago—and the top two for 
the money are the Chicago Sun-Times and Chicago 


Daily News. FoR THE 
The new Sun-Times and Daily News rate struc- 


ture, with new combination discounts, gives you Chi- 
cago’s most efficient advertising buy. From 54 to 376 ¥ IMES 
more readers per dollar, from 39 to 174 more young 


es 
adult readers per dollar than any other 2-paper 


combination. 
*“Chicago NOW,” the report on the first ° 
Chicago market study conducted in consul- 
tation with the Advertising Research 
&, Foundation, supplies these revealing figures 
\, —plus some important new ideas — about 
& selling Chicago if you don’t alreadyshave a 
4 copy, contact your Sun-Times and Daily 
News representative today. 
*Based on 1000 line B|W ad 


‘ > 
CHICAGO: 401 Wabash Avenue, WHitehall 3-3000 e 

NEW YORK: Time and Life Bldg., Room 1708, Circle 6-1919 : = q 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 


MIAMI BEACH: Hal Winter Co. 


ATLANTA 
LOS ANGELES Sawyer - Ferguson -Walker Co. ui F 
SAN FRANCISCO 


Copyright, 1961, Field Enterprises, inc. 


nf Se ment’s 
athervane 


An-industry-by-industry 
look at potential inven- 
tories and an estimate 
of the advertising pres- 
sure that may be neces- 
sary to move these in- 
ventories. 


Key to Ratings of 
“Advertising Pressure” 


(The Advertising Increases Needed 
to Capitalize Fully on Current Po- 
tentials for Sales) 


> Even maintenance of adver- 
tising required. 


to Normal advertising ad- 
vance required (5% to 8% increase 
in budget). 


kkk Large advertising increase 
required (8% to 14% increase in 
budget). 


kk kk Extraordinary advertising 
increase required (more than 14%). 


Next 


2 Mos. 12 Mos. 


Key to Ratings of 
Inventory Size 

A—$2 billion and over 

B—$1 billion to $2 billion 

C—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 

Size is by value of the industry’s 


inventory as of the present time. 


i Arrows indicate increase or de- 
crease in rating over past two 
months. 


Advertising in Strong Energizing Role 


The appearance of new energizing 
forces in the months ahead should 
dispel the lethargy that has gripped 
the nation’s business since mid-1960. 

Principal among these forces, as 
seen by SM’s Advertising Weather- 
vane Board, are greater expenditures 
by Federal, state and local Govern- 
ments, higher consumer buying power 
and outlays for non-durable goods and 
services, a substantial rise in the vast 
construction industry, and—a consid- 
efable increase in ad spending. 


Manufacturers and distributors will 
probably meet demands first by draw- 
ing down inventories rather than by 
increasing production. But such a 
process cannot continue for many 
weeks before inventories are drained 
to a point where higher production 
schedules and employment will be 
required, not only to accommodate 
consumption, but to rebuild inven- 
tories to normal levels. 

Both production capacity and im- 
port potentials are at peak rates—and 


in an uptrend—creating new pressures 
for increased advertising. In 1961, on 
top of the current enormous produc- 
tion capacity, about $35 billion more 
will be spent for new plants and 
equipment. Imports, too, are expected 
to rise, reflecting both the jump in 
foreign manufacturing capacity and 
the strong trend of American com- 
panies to build plants abroad and 
export on a basis more favorable to 
this country. 

Expansion 


projections are high- 


lighted by the doubling of capital 
appropriations by U. S. firms for for- 
eign operations in the second half of 
‘60. And, this rapid growth goes on 
despite the political and economic 
Most of the 
products produced by American in- 
terests abroad will be marketable 
here, and they will have a novelty 


risk of building overseas 


ingle because of their “foreign” origin 
Such products will be supplemented 
by many new products of domestic 
origin, and all will be supported by 
the greater advertising which will be 
required for successful marketing 
Another factor 


influencing the 


amount of advertising needed in the 
months ahead, current inventories and 
sales, points up further pressures. In- 
ventories are high — especially in the 
automotive and other hard-goods lines 
—and their ratio to sales must be im- 
proved by heavier and more effective 
promotions. 

Public needs for the general run 
of American products are high, with 
population climbing steadily to new 
highs. The saturation which exists in 
some of the hard-goods lines is being 
fought with new products, new twists 
on old products and the stepped-up, 
traditionally effective, Madison Ave- 


Put the 
EMPHASIS 


get a 2 for | deal! 


When you use Memphis newspapers you 
get complete coverage of the 620,100 
population Memphis Metro Area. 

That by itself is a good buy — but the 
EXTRA IMPACT you get with the out- 
standing coverage outside Memphis is like 
capturing an additional market containing 
1,912,900 people. That's a total of 2,533,- 
000 people in the 76-county Memphis 
Market! You get over 50% family cover- 
age in the huge, 76-county Memphis 


Market! 


Buy Memphis—Buy Memphis 
Newspapers 


THE 
COMMERCIAL 
APPEAL 


MEMPHIS 
PRESS-SCIMITAR 


MEMPHIS, TENN, 
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nue drive. This drive should bring 
good results, not only because of 
record-breaking expenditures and high 
intrinsic worth, but also because of 
the record-breaking potential buying 
power of the public over the year 
1961. Such buying power is expected 
to be at a new high in two respects— 
disposable income after taxes and 
reserve liquid savings of the public. 

On the other side of the coin, in- 
dustry has the ability to finance in- 
creased advertising. Profit margins 
have been squeezed sharply in some 
cases, largely as a result of the un- 
relenting upthrust of wage rates, but 
the over-all ability of American busi- 
nessmen to finance new products, ex- 
pansion and more advertising is at a 
new peak. Net working capital of 
corporations, representing current as- 
sets minus current liabilities, now is 
estimated at more than $136 billion, 
up $7 billion over the early 1960 
figure. 

Finally, labor productivity, which 
influences the total turnout of goods 
that must be advertised and sold, is 
moving steadily upward. 


> It’s not difficult to find a number of 
disheartening situations in the nation’s 
economic structure. Some of these 
include high unemployment, the con- 
tinued push by labor unions for higher 
wages in the face of strongly increas- 
ing world competition, excess inven- 
tories in some lines, and the tensions 
constantly being built up by the Com- 
munists. 

But, the board believes that, de- 
spite these drawbacks, we will pro- 
gress generally in ’61 to the extent 
that new highs will be achieved in 
most major sectors of the economy. 
The new Administration is expected 
to drive particularly hard, with easier 
money, more spending, and encour- 
agement of businessmen, toward the 
attainment of these higher peaks. 

Moreover, the board feels that the 
sights set a year ago for this decade 
are still attainable. They were based 
on sound factors that existed then in 
our developing economy and exist 
now. We've entered a decade in 
which our total of employable work- 
ers is expected to increase by more 
than 12 million, the largest such ad- 
vance for any decade in our history. 
These will be better-educated, more- 
skilled workers. Technological im- 
provements will be made at a greater 
rate than ever before. It’s not vision- 
ary to anticipate that by 1970 Ameri- 
can business will be able to produce 
goods and services at a level at least 
40% above that of 1960 —a tremen- 
dous target for our nation’s powerful 
advertising machine. 

SM’s Advertising Weathervane re- 
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ACB GIVES YOU THE 


“orassroot’ information 
YOU NEED FOR BETTER 


SALES AND ADVERTISING RESULTS 


ACB Reports give facts on which “ACB service has been extremely valuable 
ae to us as a means for increasing the amount of 
decisions can be safely made daily newspaper advertising run by our dealers 
mentioning our brand name.” 
Into ACB’s receiving rooms each day comes 
the nation’s daily new spapers their col- Send for Big Free Catalog 
umns laden with 1’ billion dollars yearly 
of retailer advertising plus }2 billion dollars ACB will mail you its big catalog desecrib- 
of national advertising ing its 14 different services and cost of same. 
It’s a 48-page book that should be in every 
sales and advertising department. In addi- 
tion it contains a directory of all daily news- 
yapers plus the U. S. Trade Census 
yreakdown of 1,769,540 retail establish- 
ments! Send for it—it’s free! 


The advertising columns are read and 
checked and processed into ACB Reports 
each Report made strictly according to the 
user's own specifications! More than 1,100 f 
progressive concerns use ACB Reports to 
| +} 


veir sales set-ups and ad- 


si ACB reads every advertisement in every daily newspaper 
you udy in ACB Report, clear- 


focus pictures of situations like these are ACB SERVICE OFFICES 


eNOS Oh FON 353 Park Ave. South « New York 10 
; x with retailer sup- 18S. Michigan Ave. «+ Chicago 3 

port in Jensen s lerrito : Competico ts 20 South Third St. * Columbus 15 

ae Pompei Pag ow! _ mand eas : 161 Jefferson Ave. *« Memphis 3 

lial a dear eation “anil tet Candia... dl First St. « San Francisco 5 

The Emporium in Macon is doing a standout 

job with our mats ... our new man isn’t bad 

according to this R port ese 


Wherever a product is sold through re- 
tail stores, there is a need for ACB Research 
Reports Kroehler Co., world’s largest maker 
of furniture, a user of ACB Reports for more 
than 15 years, says: 


66 Sales Management February 17, 1961 


flects the influences of all the preced- 
ing factors, as well as a wide variety 
of others bearing on advertising pres- 
sure ratings for each of the indus- 
tries tabulated here. The ratings, 
which can readily be translated by 
referring to the key at the top of the 
page, are based on a comprehensive 
range of data available to a carefully 
selected panel of 89 authorities. 
Wholly impartial, this Advertising 
Weathervane Board includes trade 
analysts in the Department of Com- 
merce, Census Bureau, Department 
of Labor, Federal Reserve Board and 
other Government agencies, as well as 
in trade associations, financial institu- 
tions, universities and other private 
organizations. The ratings are devel- 
oped from the consensus of these ex- 
perts, who evaluate and draw conclu- 
sions based on the following weights 
for Advertising Weathervane ratings, 
using a universe of 100: 
Current Production Capacity 
and Import Potentials . 20% 
Expansion Projections and 
New Products 25 
Current Inventories and 
Sales 20 
Public Needs for Products 
and Potential Buying 
Power 20 
Ability of Industry to 
Finance Increased 
Advertising 10 
Industry Labor Productivity 5 
J 


Sales Management on 
Microfilm 


Subscribers to Sales Manage- 
ment may receive copies on 
microfilm if a request is made 
and proof of subscription is fur- 
nished with the order. An order 
must be placed at the beginning 
of the vear to receive microfilm 
copies at the end of the volume 
year (1960 copies will be deliv- 
ered early in 1961, for example). 
Purchasers should also indicate 
whether a standing order is de- 
sired for the microfilm edition 
each year as it is published. 

Microfilm orders should be 
sent to: University Microfilms, 
Inc., 313 N. First St., Ann Ar- 
bor, Michigan. The price is ap- 
proximately $11.90 per year, 
including postage. Since the 
number of pages in any one year 
may vary, the price is approxi- 
mate, based on the number of 
pages of preceding years. Prices 
to subscribers outside the U.S. 
and Canada will be 10% higher. 
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arrested... 


by the color of the new VPD products on this page? Think, 
then, how many important eyes you can arrest... how many 
strong impressions you can make with VPD VISI/ BELLES* 
and VPD BRIEF/HOLDERS”. 
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Smart vinyl holder for the ubiquitous 
ruled pads (legal or letter size) 
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ra | Sa —— VPD BRIEF /HOLDER* 
Nr 

- 


e Easy to write in... on lap, 
on desk, en route. 


e Can be personalized — 
for giving or keeping. 


From $2.00 up. 


VPD VISI/BELLE* 
(Bottom Photo) 
Report Cover with See-Thru 
COLOR front 


e An impressive way to present 
Reports, Proposals, Papers. 


e Transparent acetate cover in color 
(Green, Blue, Amber) or Clear, 
with color backs. 38¢ each 
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JOSHUA MEIER COMPANY, INC. 


601 West 26th Street e New York 1, N. Y. 
Manufacturers of ready-made and custom-made: 


Binders, Plastic Protectors for books, cards and papers. 


Please send \ PD Sales Binder Reference Book 
showing over 400 styles of ready-made Binders 
and Easel Presentations 
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CITY ZONE STATE 


The name of my office supply dealer is: 
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The posimarks are actual reproductions 


Here’s how it works: 

The mass media give you adequate coverage in big 
cities . . . relatively thin coverage in hard-to-reach 
small towns 

Grit gives you concentrated small-town circulation* 

to help correct this big-city bias and provide you 
with balanced national coverage. 

And you must have balanced national coverage for 


total marketing success. 


It’s as simple as that. Merely take your present 
mass-magazine schedule and add Grit. 

It doesn’t cost much. You can run a year-long, big- 
space Grit campaign for the price of a single full-color 
page in one of the big mass magazines. 

Come on in... and let Grit’s equation work for you! 
*Concentrated is right! Over 58% of Grit’s 850,000 circula- 
tion goes to towns of 2500 or fewer. A bare tenth of 1% 


reaches cities of 1,000,000 or more! 
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Grit Publishing Company, Williamsport, Pa. 


Represented by Newspaper Marketing Associates 


WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


The Motel Market 


The most recent motel census, 
showing the growth of this market 
and the potential sales of hundreds 
of products needed by operators. It’s 
now a $3.1-billion market. In less 
than ten vears there has been an in- 
crease of more than 18,700 motels 
and 448,000 units. The 1960 figure 
stands at 62,081 motels and 1,365,782 
units, with increasingly high buying 
power. Write Dept. SM, Research, 
American Motel, 5 S. Wabash Ave., 
Chicago 3, Il. 


Charleston, W. Va. 

Data showing how its primary 
market (14 counties) and its secondary 
market (8 counties) have constantly 
increased through industrial expan- 
sion. Included are sales figures 
county by county; effective buving 
estimates; total and per household re- 
tail sales; number of food stores and 
drugstores; food store and drugstore 
sales; general merchandise, apparel, 
furniture and _ household 


appliance 
store sales; number of 


eating and 


drinking places and sales; passenge1 
automobile, commercial truck, auto- 
motive and gas station sales; retail 
beer outlets; liquor sold in West Vir- 


ginia. Write William Gross, Market 
Director, Dept. SM, The Charleston 
Gazette, Charleston, W. Va 


The Public School Market 

A review of the over-all educa- 
tional scene: public school enrollment 
(number of districts and size of each, 
enrollment and percent of total); pub- 


lic school 


construction (number of 


school building projects, size of dis- 
tricts, percent of total). Write Charles 
Murry, Sales Manager, American 
School Board Journal, Dept. SM, 400 
N. Broadway, Milwaukee 1, Wis. 


Alcoholic Beverage Sales 

This study covers 16 New York 
City hotels and includes: dollar vol- 
ume, alcoholic beverages; dollar vol- 
ume in 12 leading classifications, 1959 
vs. 1958; analysis of 1959 sales by 
tvpe of beverage; comparison of U.S. 
whiskey sales, 1959 vs. 1958; 1959 
U.S. whiskev sales by types; 1959 
bonded whiskey sales by types; com- 
parative volume of cocktails, high- 
balls, on-the-rock and bottle sales, 
1959; drink preferences, 1959; best- 
selling brands, 1959; taste trends, 
1950-1959; best-selling brands bv vol- 
ume, 1959, and various other data. 
Write Henry E. Lucking, Wine and 
Spirits Manager, Dept. SM, The New 
Yorker Magazine, Inc., 25 W.. 43rd 
St., New York 36, N.Y. 


Motor Vehicle Leasing Plan 

Details on a plan that offers ad- 
vantages of company ownership with- 
out the investment: what vehicles can 
be leased; minimum units; length of 
lease; insurance; delivery, operation 
and maintenance; comparative ad- 
vantages over company ownership and 
emplovee ownership. Write Ray Ber- 
lin, President, Wheels, Inc., 6200 N 
Western Ave., Chicago 45, Til. 


The Men’s Shoe Market 
A study based on the 1960 Con- 
sumer Magazine Report bv Daniel 


Starch and Staff and the 1959 Shoe 
Market Study prepared by the Na- 
tional Shoe Manufacturers’ Assn. 
Write Victor A. Lownes III, Promo- 
tion Director, Playboy, Dept. SM, 232 
E. Ohio St., Chicago 11, Ill. 


Decade of Incentive 

Third report in a continuing series 
of economic and marketing forecasts. 
It reviews the first vear of the decade 
and presents a forecast for 1961. 
Highlights: National output rose $22 
billion in 1960, and should advance 
still further in 1961. Personal income 
(after taxes) increased $17 billion in 
the past year, and should be moder- 
ately high in 1961. With early re- 
covery, the annual gain could ap- 
proach $20 billion. Improvement is 
in prospect for most consumer mar- 
kets. Write George E. Bliss, McCann- 
Erickson, Inc., 485 Lexington Ave., 
New York 17, N.Y. 


60 Best Business Letters 

They include letters from manu- 
facturers, retailers, financial houses, 
hotels, schools, and general business. 
Write to Dept. SM, American Auto- 
matic Typewriter Co., 2323 N. Pu- 


laski Rd., Chicago 39, Il. 


Multiple Packaging 

A new booklet on how it can up 
sales and profits, covering applica- 
tions in food, confectionery, tobacco, 
apparel and other fields. Illustrated 
with examples of top-brand: packages 
now on the market. Included is a 
wide variety of multiple packaging 
ideas to use as a guide to facilitate 
handling. Bargain appeal, conven- 
ience, improved display and mer- 
chandising flexibility are a few of the 
points emphasized in listing the ad- 
vantages of multi-packs. Write Wil- 
liam E. Coggins, Dept. SM, Ameri- 
can Viscose Corp. Film Division, 1617 
Pennsvlvania_ Blvd., Philadelphia 3, 


Pa. 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise- 
ments in Sales Management? 


Catholic Institutions: Readership and cov- 
erage report. Dept. SM, Catholic Man- 
agement Journal, 400 N. Broadway, Mil- 
waukee 1, Wis 


Minnesota Homemaker and Mr. Minne- 
sota: Data on all consumers in Hennepin 
County and the State of Minnesota. 
There are 97 home product and buying 
habit categories in the Homemaker study, 
showing buying trends over a 4-year 


span, and 48 items in the Mr. Minnesota 
study, covering profile and buying habit 
information about the male market. Dept. 
SM, Room 105, Minneapolis Star and 
Tribune, Minneapolis 15, Minn 


Chicago Now: A market study which 
might upset many of your old ideas about 
selling in Chicago. Dept. SM, Field En- 
terprises, Inc., 401 N. Wabash Ave., 
Chicago, II] 


Fleetcar Service: Plans that cater to the 
special needs of the larger users of busi- 
ness cars. Dept. SM, Hertz Fleetcar 
Leasing, The Hertz Corp., 660 Madison 
Ave., New York 21, N.Y. 
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Major U.S. Markets: Analysis of all 300 
metropolitan markets. Dept. SM, Greens- 
boro News and Record, Greensboro, 
North Carolina. 


Sound Films: How industry profits from 
them. Dept. SM 207, Victor Animato- 
graph Corp., Division of Kalart, Plain- 
ville, Conn. 


The Richest Farm Market: Eighty-two- 
page study which will give you a new 
measure of your sales potential in it. 
Dept. SM, Midwest Unit Farm Papers, 
7 East Wacker Drive, Chicago 1, 
Ill. 
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how Architectural Record builds 


A avertising works best in an atmosphere of confidence— 
where readers bring to it from the editorial pages both a desire 
to know and a strong disposition to believe. 

That’s what happens in Architectural Record. 

The Record’s own architect and engineer subscribers (veri- 
fiably responsible for over 88 per cent of all architect-planned 
building!) rate it first in its field for accuracy and for concen- 
tration on subjects of interest to them in their work.* 


And in 148 out of 163 studies sponsored by building product 
manufacturers and their agencies, architects and engineers have 
attested to the integrity, prestige and professionalism of the 
Record by voting it their preferred architectural magazine. 

Here’s how Architectural Record’s strong editorial staff— 
backed by the great building news facilities of F. W. Dodge— 
builds readership and confidence among the largest architect and 
engineer subscriber audience in the history of the field: 


By concentrating on the information and inspiration needs of 
architects and engineers—with the most editorial pages. 


By exploring, in depth and breadth, the full range of architect 
and engineer interest in nonresidential and residential design. 


By timing and balancing editorial content with the aid of 
Dodge Reports to be of top value to architects and engineers in 
terms of the work on their boards. 


By accurately attuning editorial content to the changing 
interests of architects and engineers as disclosed by Eastman 
Editorial Research (exclusive with the Record in its field) and 
the Record’s own Continuing Readership Research. 


By alerting architects and engineers to potentially important, 
as well as presently important, developments in building design. 


By everlastingly speaking the language of the professional archi- 
tect and engineer in authoritative text, expert drawings and 
architecture’s most perceptive and stimulating photographs. 


The Record Builds Confidence Among Advertisers, too! 


In 1960 they placed 62 per cent more advertising pages in fg ae 
Architectural Record than in the second-place magazine! 4 (1H: 


a ee | 
*Continuing is j Iyadie Wana 
Readership 1} ween ee 

ns . , 

Research— 


1952-1960. 


+ 


innit PEELE 
multe 
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readership and confidence... 
wll for more 
“me resultful 


advertising! 


“The reader reads because he finds information that 
helps him in his job. If this information is useful... 
he comes in time to associate a feeling of trust and 
confidence in the magazine and this feeling may carry 
over to the advertisements... 

““f a magazine delivers both readership and con- 


fidence it is furnishing about the most valuable com- 
modities an advertiser can buy.” 


William Schink, Media Director, G. M. Basford Co., Inc. 
From McGraw-Hill’s “Industrial Advertising Handbook”’ 


Architectural 
Record as Te 


119 West 40 th Street 
Kaiser Center New York 18, N.Y. 


Oakland, Calif. OXford 5-3000 
Architects: 


Welton Becket, FAIA ‘stimulus to creative architectural and engineering design” 
and Associates 
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Think of the Purchasing Department as a funnel through which all 
specifications, requests and requisitions must pass. To get your share 
of the business, you must sell the PA on both your product and your 
company. Alert companies back up their sales calls with advertising in 
the PA's favorite magazine. In today’s buyers’ market, it’s the one 
thing you can do fast and at low cost to get a bigger cut of the pie. 


To get more 
of the orders 
coming out 
here, adver- 
tise in 


PURCHASING 


MAGAZINE 


Sells the man who buys 


Gy A Conover-Mast publication © 205 E. 42nd St., New York 17, N.Y 
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Lumbermen Out to Reforest Markets 


When new materials began killing the lumber market, the industry 
knew it had to fight back. Now it has a program that’s telling five 
key buying groups why “There’s Nothing in the World Like Wood.” 


A lot of new materials have hit the 
building industry in the past few 
vears, and most of them have cut into 
the sales of wood. 

Take those aluminum jalousies, Ve- 
netian blinds, screens, storm windows, 
stainless steel corners and molding 
for siding material of sheet rock, as- 
bestos, asphalt—and again, aluminum 
and stainless steel for the siding it- 
self. Then take the new radiant- 
heated floors with concrete and plas- 
tic “tile” in many low-cost housing 
projects. Take those terrazzo floors 
in the dining area, the fiber glass car 
ports—all of these things have meant 
less wood used in houses (to say noth- 
ing of the new 1'2 by 3’s instead of 
the old 2 by 4’s). In industrial build- 
ing, the situation has been similar— 
less wood being used, more other 
materials. 

Total 


per capita consumption of 


lumber stood at an all-time high in 


1923 with some 360 board feet. In 
1960, per capita consumption was 
recorded by the National Lumber 
Manufacturers Assn. to be some 205 
board feet, 60% below the 1920 figure 
of 325 board feet. Projections by the 
Forest Service of the U. S. Depart- 
ment of Agriculture of wood consump- 
tion show that there will be not more 
than a slight increase in the use of 
lumber. 

In 1956, the demand for lumber 
had dropped sharply and inventories 
had begun to accumulate. By the 
middle of 1957 prices had dipped 
about 10%, the average profit rate 
plunged from 5.4% of sales in 1955 
to less than 3%. 

Demand, prices and profits were 
down. The resultant loss to the mem- 
bers of the National Lumber Manu- 
facturers Assn. has been estimated at 


nearly a quarter of a billion dollars 
worth of business. 

NLMA, with sixteen federated re- 
gional and wood-species associations, 
represents the industry in the U.S. 
If any organized effort to halt the de- 
cline in the market were to be 
launched, it seemed logical that it 
must come from this source. 

There was evidence on all sides 
that the slump was not slated to be 
temporary. A 1953 report by the 
Stanford Research Institute disclosed 
that there had been a serious decline 
in the use of lumber per dwelling unit 
since 1920, and this drop-off would 
continue until 1975 unless aggressive 
steps were taken to halt the trend. 

Furthermore, while the use of 
lumber and wood products in homes 
and other structures was dropping, 
competitive materials were increasing 
their foothold in the building materi- 


PER CAPITA CONSUMPTION OF LUMBER 


1920-1975 
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TOTAL BOARD FEET 
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als market by expanding and intensi- 
fying promotional efforts. Aluminum, 
cement, clay products, gypsum, iron 
and steel, and plastics were sub- 
stantially increasing their productive 
capacities and were investing millions 
of dollars in advertising and other 
sales development activities. These 
huge expenditures were yielding ex- 
cellent returns in helping the com- 
petitors of the industry to 
capture an increasingly larger part of 
traditional markets for wood 


wood 


During this period the total adver- 
tising, merchandising and _ publicity 
budget of the combined forest prod- 


ucts industries was less than 0.5% of 
gross sales. Stone and clay products 
spent twice that amount, and metals 
almost three times as much. 

NLMA spelled out the lumber in- 
dustry’s problem in terms of the need 
to: 

1. Improve the acceptance of wood 
as a modern material by people who 
design, specify, build or buy homes, 
schools, churches, farm buildings, 
furniture and other wood products. 

Z. Improve the competitive posi- 
tion of wood in the market place now 
and in the future, in relation to the 
current status of other materials, such 


THIS IS WORCESTER... 
the 2nd largest market in Maceachucette 


The eight major colleges and universities in the 
Worcester area are meeting the mushrooming demand 
for higher education with a wide variety of new courses 
and expanding facilities. Assumption College boasts a 
completely new 97 acre campus. 


These educational facilities add to the prestige of 
Metropolitan Worcester County’s position as the 2nd 
largest market in Massachusetts and assure a high 
quality audience for your advertising message. This 
important BILLION DOLLAR county* is one of the 
nation’s “Top 50” markets — 43rd in spendable income 


and 48th in population. 


*Source: Sales Management, 1960 


sd Worcester stands for big business, yours included. 


The Moloney, 


Regan and WORCESTER 


Circulation: Daily 155,015 — Sunday 103,332 


TELEGRAM | 


The Evening Gazette | 


Schmitt 
representative 


| SUNDAY TELEGRAM | 


Owners of Radio Stations 
WTAG ond WIAG-FM 


knows Worcester. 
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as steel, masonry, aluminum, plastics 
and glass. 

First of all, the interest and sup- 
port of several thousand lumber mills 
and remanufacturing plants had to be 
coordinated if the challenge of the 
large advertising and promotional 
budgets of competitors were to be 
met. Not since the late 1920’s had 
the industry attempted a nation-wide 
advertising campaign, and there were 
many who insisted that “togetherness” 
in the lumber industry was not 
possible. 

Several of the federated associations 
had, and still have, excellent cam- 
paigns of their own, selling the virtues 
of a particular species of lumber. A 
few of the members of these federated 
groups were also engaged in actively 
promoting specific species of lumber 
and individual products such as floor- 
ing, paneling and exterior siding. 

Something more was required, 
however. A total campaign was needed 
that would sell the concept to the 
consuming public of using all of the 
many lumber and wood _ products. 
This type of promotion was desper- 
ately needed if the industry was to 
survive the pressures of competitive 
forces. 

One of the major problems was to 
convince the industry that a total pro- 
gram was vitally needed and could be 
carried forward successfully. 


> Just as important was to convince 
the association members that their 
dues payments had to be tripled if 
the program was to become a reality. 

In 1956, NLMA took the first step 
toward organizing its National Wood 
Promotion Program by engaging Mc- 
Kinsey & Co. to analvze the industry's 
current and prospective merchandis- 
ing, research and promotional prob- 
lems and _ suggest solutions. The 
McKinsey study called for a positive, 
accelerated sales promotion and 
marketing program to halt lumber’s 
loss of volume. 

After further study by Professor 
James D. Scott, an advertising special- 
ist from the University of Michigan, 
a national program was drawn up. 

There is not space here to describe 
in detail the selling job that had to 
be done on the members—the talks, 
meetings, slidefilm presentations, per- 
sonal conversations, letters and tele- 
phone calls—before final approval was 
obtained. But finally, in January 1959, 
NWPP was launched. 

The campaign was directed toward 
five targets—five segments of the econ- 
omy influencing the use of wood: 
consumers, builders, architects and 
engineers, school officials, and lumber 
distributors and allied groups. 

To the number one target audience 


NOW! The Detroit News sells the 
Detroit Market more effectively 
ae, than ever... 


ine Bett wate 1 News a ate , TOTAL SUNDAY PAID’ 


— Average Paid circulations /60—12/31/ reported in Interim 
Se De oit Zim ee Statement filed with ABC, subject to audit, 10/1/60 —12/31/60 


..Now reaches 81% 


eee "YOU SELL! 


of ein the Retail Trading Area 
that take J or both Detroit newspapers: 
> Greatest coverage by J} newspaper in 
any of the | ‘nation’s ‘top 5 markets...at the 
lowest milline Tate. $1.90 Weekdays; °1.66 sunday! 


The =. News 
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The Reynolds Metals 
Company asked if we could 
design a compact, low cost 
Slide-Chart that would 
explain simply and 
accurately how to roast 
meat or poultry in Reynolds 
Wrap. Ordinary cookbooks 
require complex calculations. 
Within days we came up 
with a 2” x 5%” Slide-Chart 
that gives the answer with 
one move of the slide! Over 
six million have been ordered 
and are being distributed 
to dealers. And we produced 
the six million in seven 
weeks for $60,000.00 less 
than the client anticipated! 
Why not drop us a line and 
find out how Perrygraf can 
put your product’s facts 

at the fingertips? 


“Perrygraf 
Slide-charts 
taught 


million 
women how 


to roast with 


= — Reynolds 


Wrap”’ 


Perrygraf Slide-Charts are precision made in facilities geared 
to turning out hundreds—or millions. In any size order, delivery 
and prices will amaze you. 


Here’s how you can get this modern inexpensive sales tool for 
your company. Give us a word picture of the job your Slide-Chart 
is to perform. Give us necessary data sheets or catalog pages if 
that’s convenient. Tell us who will use the Slide-Chart and what 
quantities you will need. No obligation, of course. We’ll tell 

you how your Slide-Chart can be made, what it will cost and 
we’ll show you comparable jobs we’ve done. 


FREE — 36 page, full color booklet showing how Perrygraf Slide-Charts 
122 case histories. Write for free copy 


can work for you 


product facts at the fingertips 


> 


Jf esvem wavs v0 
OvUnD sees 
end CUT SMEs COST 


the consumer—NWPP said, “There 
is Nothing in the World Like Wood.” 
The story was told in dramatic fashion 
through the medium of a 4-page, full- 
color educational advertisement in 
Life magazine, and was followed up 
by strong and consistent publicity in 
businesspapers, newspapers, and other 
media over the entire country. To top 
this off, a continuous promotional and 
merchandising campaign was initiated 
through a full-color booklet entitled 
“Livability Unlimited,” stressing the 
qualities of wood in America’s homes. 

Subsequent ads stressed different 
qualities of wood in symbolic and 
dramatic manner: “For Unparalleled 
Beauty in the Home, There’s Nothing 
in the World Like Wood”; “For 
Durability in the Home, There's 
Nothing in the World Like Wood.” 

To back up the advertising and 
merchandising campaign, extensive 
publicity featuring lumber and wood 
products was aimed directly at the 
consumer. It included information on 
how to use lumber, how to buv it, 
and how to work with it. Much of 
this effort was directed toward the 
nation’s top feature  syndicates— 
Associated Press, Newspaper Enter- 
prise Assn., National News Features 
and United Press International—as 
well as national magazines, and is 
reflected in the many feature articles 
and news stories on wood which have 
recently appeared and are currently 
appearing in magazines and news- 
papers across the country. 


> Target number two: The architects 
and engineers are the people who, 
in the final analysis, establish most 
of the trends and new developments 
in the home, school, church and other 
construction fields. To the architect 
went the message: “For Freedom of 
Design There is Nothing in the World 
Like Wood.” No matter what the 
structure or detail, wood and only 
wood offers variety, strength, beauty 
and workability to enable him to do 
the best job for his client. 

This program was initiated in 
February 1959 with a double-page ad 
in two leading architectural publica- 
tions—Architectural Record and Ar- 
chitectural Forum—and was followed 
each month through the year by 
single-page ads, each analyzing a 
different quality of wood. 

Coincident with the advertising 
campaign, direct mail pieces went 
out to more than 18,000 architects, 
explaining the purpose and objectives 
of the program and calling their at- 
tention to the upcoming ads. At the 
same time, NWPP’s technical promo- 


PERRYGRAF ¢ 


slide-charts 


150-E S. Barrington Ave., L. A. 49, Cal. 
1500-E Madison St., Maywood, Ill. 


tion field staff began making regular 
contacts with architects and engineers 
in all sections of the country, giving 
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INSIDE SOLID CINCINNATI: 


MARKET 


~ t 


“Every time Fred complains l remind him that we Cincinnati Enquirer families 


yy 


have $600 a year more to spend than the avera ge Cincinnati famil y! 


ee eeeeeeeseseeeess SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in solid 
with them when you advertise in their newspaper . . . the Cincinnati Daily 
Enquirer. For more facts on the market-that-matters in Cincinnati, write the Cin- 
cinnati Enquirer’s Research Department for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 
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them the latest information on the 
uses and qualities of wood 

The third audience group—builder- 
contractors—constitutes one of the 
most important targets in the cam- 
paign. Here the theme was: “Build 
More House for the Money with 
Wood.” Businesspaper ads were placed 
in Practical Builder, American Builder, 
House & Home and NAHB Journal 
of Homebuilding. Purpose: to con- 
vince builders everywhere that they 
can build homes of any style, size or 
price, and offer the consumer a better 
value for his building dollar. This 
group also received promotional 
merchandising kits explaining the pro- 
gram and offering the “Livability Un- 
limited” booklet for use with pros- 
pective clients 

The fourth group of influentials are 
board members and_ school 
officials, for whom “The School of 
Wood Provides the Best Environment 
for Learning.” This 


SC hool 


segment was 
reached through advertisements in 
Nation’s Schools, School Management 
literature distribution, a handy and 
informative school kit, and with direct 
mail and public ity 

A fifth group—thirty 
wholesale and 


thousand or 
retail lumber 
throughout the 
lifelines of 
Direct 


more 
dealers operating 
country—makes up the 


lumber’s distribution pattern 


mail pieces and other literature were 
sent to many of these dealers, and 
field representatives called on them 
to offer information, cooperation and 
to secure ideas and suggestions that 
would benefit dealers in other com- 
munities. 

One of the most important opera- 
tions in NWPP is carried out by the 
Technical Services Division, which 
works to create a general reawaken- 
ing of interest in lumber and wood 
products among designers, specifiers, 
code agencies and bulk consumers. 
This is being accomplished through 
an aggressive program of field con- 
tacts plus the development of new 
and vital technical data and the 
preparation and distribution of techni- 
cal literature. Other efforts of the 
Technical Division, through its build- 
ing code staff, are directed toward 
development of improved building 
codes. A fire insurance staff has con- 
centrated on the revisions of rate 
inequities that tend to discourage the 
use of wood in some structures. 

Looking ahead, the Technical Di- 
vision plans a study of the air con- 
ditioning and heating advantages in 
wood compared to 
It is developing plans for 
the testing of laminated fire-walls of 
solid wood in order to obtain fire 
resistance information 


construction 
masonry 


necessary to 
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get acceptance of such construction in 
code and building regulations. 

Now after two years, how is the 
campaign doing in fighting lumber’s 
market slump? 

It is too early to lay down any 
certain results in terms of a halt in 
the declining use of wood. But while 
housing starts were off 18% in the first 
ten months of 1960, lumber ship- 
ments were off only 6%. When these 
figures are compared with those for 
some of wood’s competitors—window 
glass sales off more than 23%, alumi- 
num off 12%, and brick off more than 
10%—the signs are there that NWPP’s 
impact is beginning to be felt, not 
only by its target audiences, but by 
the competition. 

In terms of advertising effective- 
ness, the results have been good. The 
Impact Readership Survey of Opinion 
Research discloses that for the March 
23, 1959, Life ad, 100% of the 5,000 
respondents interviewed on a total- 
recall basis played back one or more 
ideas illustrated or written in the 
copy: that wood is warm, attractive, 
versatile, durable. In the September 
1960 ad, 92% of those interviewed 
agreed or were in favor of the total 
theme of the advertisement. Thirty- 
one percent played back word for 
word “There is Nothing in the World 
Like Wood.” 

In businesspaper ads, the same 
gratifying results are evident. 

Not only has the program proved 
to be a vigorous, healthy undertak- 
ing, but it has become a continuing 
and expanding project. The budget 
for 1961 has been increased to nearlv 
$2 million, in contrast to a 1960 
budget of $1.3 million. Consumer and 
businesspaper advertising schedules 
will be maintained. The technical field 
staff will be enlarged from a present 
force of 28 experts in ten cities to 52 
in 22 cities. Over-all plan: to reach 
all five of the target audiences more 
frequently and with greater impact. 


Subscriber Service 


Subscribers buy more than 
one million pages of reprints 
yearly, through Sales Man- 
agement’s Readers’ Service 
Bureau. In addition, RS stands 
ready to help you research 
back issues of SM on any 
classification of subject matter 
we have published. Write: 
Sales Management, Readers’ 
Service Bureau, 630 Third 
Ave., New York 17, N. Y. 


She’s 
pre-sold 


here, 
but... 


...when she’s ready to buy, 
she turns to the Yellow Pages 


Advertise in magazines, newspapers, TV or radio? You 
belong in the Yellow Pages, too. It’s the last link in your 
advertising chain. Reaches your customers right when 
they’re ready to buy. 

Now National Yellow Pages Service helps you run 
selling advertising in the Yellow Pages — ads that back 
your national or regional campaign. 

National Yellow Pages Service also gives you market- 
ing facts and figures that guide you in buying just the 


right combination of directories to fit your precise mar- 
kets. Couldn’t be easier to buy. One contact, one contract 
and one monthly bill do it all. 
For details on how to complete 
your advertising chain, contact 
your National Yellow Pages Serv- 
ice representative through your 
Bell Telephone Business Office. 
ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 


NATIONAL 
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Manpower Needs for 1961 


More “T.S.P.s° 


Wanted 


in Sales 


The ‘top sales producer” is the man that every sales executive 


will gladly hire but can’t get enough of. . . . He is needed to 


replace the marginal performer, open new territories, introduce 


new products and fill openings left by normal sales turnover. 


Finding enough good salesmen, it 
seems, will alwavs be the prime col 
cern of sales executives The man 
evervbody wants on his team is that 
all-too-rare specimen — the “top sales 
Sales executives rated only 
23.8' of thei 


y! run Cl 
present men in this 
categor in a nation-wide spot survey 
mducted by the Sales Manpower 
Foundation division of the Sales Ex 
ecutives Club of New York 
percent were 
while 20.2% were rated “marginal.” 
The survey covered a total of 1,000 
manufacturing firms, 


Fifty-six 


considered average, 


representing a 
cross section of the American business 
community The data developed was 
taken from the first 100 replies—evenly 
divided 


dustrial product manufacturers — for 


between consumer and_ in- 
this preliminary tabulation 
Che characteristics which made one 
man a top producer and another a 
marginal pertorme the respondents 
felt, were 
1. The 


) 


2. He plans his work program in- 
te llige ntl, 


3. He does a better job of organ- 
izing time and effort 


He has a superior knowledge 
product or service. 


“T.S.P.” works harder. 


He is more aggressive. 

6. He has a natural feel for his 
product or service. 

In further evaluating the compo- 
nents of the T.S.P., respondents also 
felt that this kind of man has a greater 
desire to succeed plus a goodly supply 
of that priceless ingredient — enthu- 
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And, 85% of the sales execu- 
tives answering the survey said they 


siasm. 


would hire more of the top sales pro- 
ducers if they knew 
them. 


where to find 


To help business solve this pressing 
problem, the Manpower Foundation 
developed its new Sales Manpower 
Screening Service, designed to call 
T.S.P.’s to the attention of interested 
employers automatically as soon as 
they become available for new as- 
signments 

The majority of firms, the survey 
pointed out, have no plan of action 
to search out T.S.P.’s_ consistently. 
They admit they have to depend on 
hearing of them accidently through 
the “usual sources.” The reasons given 
for needing new top salesmen include: 

1. To open up new territories. 

2. To replace marginal producers. 

3. To fill in for men being pro- 
moted. 

4. Replacements for normal turn- 
over. 

5. For new products being intro- 
duced. 

Many sources for locating new sales- 
men are given. Those mentioned most 
often, in order of importance, are: 

1. Referrals by friends, business 
associates and employees. 

2. Advertising in newspapers and 
businesspapers. 

3. Employment agencies. 

4. Colleges and schools in the case 
of trainees. 


3. Competiti yn. 


17, 1961 


Causes for Turnover: 

The two major causes for salesmen 
turnover were cited as: (1) inability 
of the individual to organize his et- 
forts, and (2) many men become too 
easily discouraged because of slow 
initial progress. 

Practically all (98.4%) of the firms 
maintain sales training programs for 
the trainees hired, and 86% supply 
a formal training program for experi- 
enced However, slightly 
less than half of the companies em- 
ploy a regular sales training manager 
to carry out these programs. The 
others depend upon the sales manager 
to perform this chore. 


salesmen. 


Cost of Finding New Salesmen 


The total cost of searching out, 
selecting, hiring and supervising a 
salesman until he is productive is 
climbing higher, and higher, as more 
and more businesses are finding out. 
Still, 29% of the participating firms 
were unable to supply accurate in- 
formation on this cost. Estimates 
range from a low of $1,000 per man 
to a high of $35,000. 

This is the breakdown: 11% indi- 
cated costs up to $3,000 per man; 
7% felt it ranged from $3,500 to 
$4,800; 15% set the figure at $5,000; 
16% estimated it ran from $5,100 to 
$9,800; 13% said it cost $10,000 per 
man; 9% ranged from $12,000 to 
$35,000. The mathematical average 
works out to be $7,813 per man. 


> The need for new salesmen in 1961, 
according to the survey, will be more 
than 178,827 for the nation’s total of 
326,000 manufacturing firms. Ap- 
proximately two-thirds of the ex- 
pected demand will be for young sales 
trainees, and the balance for experi- 
enced salesmen. Consumer product 
manufacturers will require nearly 66% 
of these new salesmen, with industrial 
product manufacturers accounting for 
the balance. 

Sales trainees in the consumer field 
will command starting salaries of 
from $4,000 to $6,000 per year, the 
survey showed, depending upon spe- 
cialized college training required, 
while rates for those in the industrial 
product categories are slightly higher. 

Experienced salesmen can expect a 
much wider range of starting salaries 
from $3,900 to $15,000 per year. 

About one-third of the companies 
responding to the survey indicated 
that they would also require addi- 
tional sales personrel such as district, 
division and regional sales managers. 
However, many of the companies ex- 
pect to fill these positions by promo- 
tions from within. 


Sales Managers 
tell us 


_QOne-Carrier 
Direct Service| 


ends their 
shipping worries. 


No divided responsibility on 
service between points served by DC 


D-C’s 10,814 mile coast-to-coast system is 


D-C is responsible for your shipment 
under single-company ownership and manage- __—‘ from pick-up to delivery, coast-to-coast 
ment. This one-carrier control and one-carrier or to a nearby city. Safe arrival is as- 
handling avoids delay—speeds your ship- sured by experienced personnel and 
ment, large or small, to on-time delivery the latest in equipment and facilities 
makes tracing quick and simple. ALL THE WAY! 


Let D-C end your shipping worries... 
Always ship D-C—the Dependable Carrier 


sser— 
DENVER CHICAGO TRUCKING CO., INC. 


the ONLY direct coast-to-coast carrier! 


Sales Management February 17, 1961 81 


uae co | 


) pS & 


the Tempest makes real fleet sense! 


When the talk turns to fleet cars, the hot topic is the 


~w ‘Tempest. It’s made to order for fleet users. 


[ts ‘Trophy 4 engine is tuned for tough travel. Re- 
ponse is quick. Takes steep hills with high gear ease 


that puts the sixes to shame. 


In the new-size Tempest six husky six-footers find 
lenty of stretch-out head room, leg room, elbow room 
and hip room. And there’s a whopping 13% cubic feet 
sgage space (the usable kind 


in the sedan. 


‘The new Tempest provides roadability far superior 
to small-size compacts. The 50-50 balance of front 
ngine/rear transmission gives better stability and 
olid all-weather traction. Sensible 112-inch wheelbase 
and independent four wheel coil suspension keep even 
the back roads under control. You arrive relaxed. 


\nother big Tempest pay-off is economy 
1-cylinder engine 


. Its slanted 
gives you typical 4-cylinder fuel 


savings, yet outperforms most sixes. You get longer 
tire life because its big 15” wheels turn thousands of 
times less each 100 miles than a compact’s 13” wheels. 
Engine parts interchangeable with Pontiac’s big—and 
famous—V-8 cut repair costs. And because the Tempest 
comes down Pontiac’s regular quality assembly line, 
you can count on good resale value. The Tempest is 
priced with the compacts—and below some of them. 


NEW TEMPEST ENGINEERING BOOKLET 
The Tempest’s unique engineering is completely described 
in an interesting 40-page booklet illustrated in color. Request 
a copy on your business letterhead. Write Fleet Sales Dept., 
Box SM-1, Pontiac Motor Division, Pontiac 11, Mich. 


TEMPE 


THE ECONOMY FLEET CAR 
WITH PONTIAC PRESTIGE 


How to Run a 


Do-Something 


Meeting 


Do you know how to: 


It's quite easy to make a mishmash 
of either of the two tvpes of con- 
ferences that eventually make chair- 
men of all marketing men. The first, 
the committee meeting in which a 
group of men of roughly the same 
level of authority meet to explore 
and plan, has a way of disintegrating 
into simply a clash of personalities 
all being verv vocal about it. The 
second, meeting of a department head 
with his subordinates, usually to get 
their thinking on some plan of action 
he is contemplating, can*wind up 
with nobody’s thinking on anything, 
except how much longer it’s going to 
drag on. 

A skillful chairman, on the other 
hand, can make either kind of meet- 
ing productive. He is a master—often 
because of a few well-learned arti- 
fices—at handling peers or subordi- 
nates; critics, misdirected enthusiasts 
or mutes; and getting their ideas out 
—or his ideas over. 

In the first case his job in theory is 
merely to preside impartially and see 
that the business at hand is conducted 
in an orderly manner. In practice, 
whether by design or force of cir- 
cumstances, he is the leader of his 


°Mr. DeArmond is the author of the book, 
“A Guide to Personal Success in Manage- 
ment,” soon to be published by Prentice- 
Hall, Inc., New York, N. Y. This article 


is an adaptation of one of the chapters. 


@ Run the show without seeming to do so? 


@ Get subordinates to participate—with enthusiasm? 


By FRED DeARMOND* 


@ Handle the 6 standard types found at conferences? 


group. He arranges the conference 
agenda, sets the date and place, and 
then runs the show—but, if he is smart, 
without seeming to do so. 

He can, and often should, exert a 
measurable influence on actions taken. 
How much will depend on his personal 
acceptance by the group. He can in- 
vite in an outside consultant to pre- 
sent an “expert” view. He can exer- 
cise a choice of which of two mem- 
bers to recognize first. He can, unless 
over-ruled on a point of order, de- 
clare a line of discussion to be ir- 
relevant. 

In a conference of this sort, where 
the participants meet as equals, the 
chairman may have to_ exercise 
strategy to avoid what he regards as 
precipitate action. A basic knowledge 
of parliamentary procedure is very 
helpful in restraining a willful minor- 
ity trying to blitz its way through. 

When a chairman wishes to see 
affirmative action taken on a_pro- 
posal he has a better chance of hav- 
ing his view prevail if the proposal is 
so stated that the call for a showing 
of hands gives his side first chance 
to express itself. This is one of the 
odd quirks of the old American spirit 
of conformance. A negative opponent 
can overcome this handicap by de- 
manding a vote by ballot, and such 
a demand must be acceded to. 

But the primay purpose of a com- 
mittee is to deliberate and try to ar- 
rive at a consensus through discussion 
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The pop-off 


The wise-silent 
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The know-it-all 


The ax-grinder 


oR 
Sat 


The face-saver 


The busy wheel 
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rather than 
president contends that “once a com- 
mittee division deteriorates into a 
show of hands, the majority is more 
likely to be wrong than is a thought- 
ful minority.” 


division. One company 


called to 
study and make recommendations on 


Picture a conference 
price ¢ hanges for a medium-size manu- 
facturer with distribution. 
The group includes the six district 


regional 


sales managers, advertising manager, 
sales promotion manager, controller, 
traffic manager, and two representa- 
tives of the production department 
The sales promotion manager hap- 
pens to be chairman, not by 
rank or seniority but because he 
has shown leadership qualities. No 


reason 


ifficer of the corporation is present, 
nor is anyone there in company with 
his boss. There are no superiors o1 
subordinates to inhibit full and free 
xpression. Talents in forming judg- 
ments and articulating them should 
rise to their natural level. 

\ market 


prese nt 


consultant _ is 
to report on a survey, and 


researc h 


this is item No. 1 on the chairman’s 
written agenda. Most of the partici- 
pants have ideas on the company’s 
price structure and some of them will 
be positive about their views. The 
problem is to arrive at the collective 


judgment of eleven men, with a 
twelfth to umpire, and thus to pre- 
sent concrete recommendations to the 
top sales executive and his associates. 

Chances are the chairman will have 
to deal with some or all these fairly 
standard types: 

1. The fellow who jis continually 
“popping off” on every question. 

2. The silent hombre who _ looks 
wise and says nothing. 


3. The bored, critical, know-it-all 
individual. 


4. The face-saver, who disagiees, 
and then when he surrenders to the 
prevailing view, has the last word, 
“That’s what I said all along!” 

5. The irrelevant talker, who is in- 
clined to follow some tangent of rem- 


iniscence or grind his personal ax. 


6. The wheel who 
comes into the meeting room late or 


“too-busy” 


leav es early . 


There are means by which a chair- 
man can circumvent and control each 
of these types. To keep No. 1 from 
turning the conference into a solilo- 
quy, the chairman may _interpose, 
“Just a minute, Rudy; we haven't 
heard anything from Paul vet, and I 
believe I see him about to speak. . . .” 


No. 2 may need to be called upon 
by name to bring him into the dis- 
cussion. One way is to say, “Dan, I 
seem to remember that you gave some 
thought to one phase of this subject. 
How does it seem to you?” 

No. 3 may be susceptible to a de- 
ferential remark about his specialized 
knowledge or experience. The group 
will usually take care of trimming a 
know-it-all down to size, with little 
assistance from the leader. 


> Let No. 4 have empty little victo- 
ries. At heart he’s trying to be agree- 
able without admitting anything. He 
is the easiest of the lot to handle. 

To No. 5 the leader may say, “Joe, 
will you hold that point a minute? 
We'll come to it a little later.” Or, 
a bit stronger: “Interesting, Joe, but 
what does that have to do with what 
we're considering?” (Reads from the 
agenda.) Still more heroic: “Joe, we're 
due to adjourn in just 15 minutes and 
we have another phase of this to con- 
sider. Can you sum up your thought 
in one more minute?” 

No. 6 has fallen into one of the 
most grievous habits that affect the 
management species. He may have 
lost two hours early in life and has 
been struggling ever since to pick 
them up. Again, he may be so self- 


Greensboro- 


OF THE NEW SOUTH’S MARKETS 


In the Top 20 in Total Retail Sales 


Stimulate Drug Sales in Thriving Greensboro 


Over one fifth of the nation’s top metro- 
politan markets are in the NEW South. 
When advertising to this important 11-state 
market be sure Greensboro is on your schedule. 
In Retail Drug Sales, for example, Greensboro is 
close behind Baton Rouge, Chattanooga, and Knoxville 
with in 5 years. A vital sales 
factor is the Greensboro News & Record—the only medium 
with dominant coverage in the Greensboro Market and selling 
influence in over half of North Carolina. -Over-100,000 circulation ; 
over 400,000 readers. 


a tremendous gain of 72% 


Greensboro—In the Top 
20 Retail Markets of the 
South and in the Top 100 
of the Nation 


Write on company letterhead for “1960 Major U. S. Markets Analysis” Brochure of all 300 Metropolitan Markets 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by 
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Jann & Kelley, Inc. 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


PURVEYOR'S § © ep wio:t¥ 
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WHO-TV 
WHO-TV 
—» WHO-TV 
Bes, Pr a aWHO-TV 
Iowa has 25% of all the Grade A farm land ~ ae WHO-TV 
te se ee WHO-TV 
ye choice land. 2 
farm income is only half of the picture in WHO-TV 
Iowa where income from industry’ now WHO “TV 
equals that from farming. WHO-TV 
WHO-TV covers 57 high-income counties WHO-TV 
in Central lowa—one of America’s most 
unique television markets. It embraces more WHO -TV 
top-income farm counties than any other TV 
television market in the U.S., and gives you WHO- 
Des Moines — Iowa’s largest metropolitan WHO-TV 
center —as a bonus. In all, this is a big, WHO-TV 
important $2 billion market. Oo 
Reach more of Central Iowa’s prosper- E WH -TV 
ous rural and urban families, alike, with : WHO -TV 
WHO-TV. It’s an area worth reaching with ; WHO “TV 
the best you can buy. Ask your PGW ; 
Colonel for availabilities soon! q WHO-TV 
Source: Sales Management Survey of Buying Power, July 10, : jj WHO-TV 
1960, and SRDS, October 15, 1960. Z i WHO-TV 
WHO-TV 
Sensei Gena ee ie daiods WHO “TV 
“we tee De Dees WHO-TV 
WOC-TV, Davenport 
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Channel 13 * Des Moines 


NEC Affiliate 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


- Robert H. Harter, Sales Manager 
da Peters, Griffin, Woodward, Inc., National Representatives 
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Round-Trip 
All-Cargo 
flights 
weekly between 
New York 
and Europe 


Pius daily nonstop Jet Cargo Service New York 
to Frankfurt. Latest L 1649 Superstar Cargo 
Constellations. 


More frequent flights " More loading 
capacity ® Faster connections to Middle 
and Far East ® Lowest possible rates. 
Unexcelled Supercargo Service. 


For information and space reserva- 
tions, consult your Cargo Agent, or the 
nearest office of 


<a LUFTHANSA 


Air Cargo Division, 410 Park Avenue 
New York 22, N. Y., Plaza 9-5522 


FREE 
SAMPLE 
KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices . . . profitable 
ideas on store promotions ... displays... 
and other existing ways of smart merchandis- 
ing with low cost Faultless balloons. Write 
today on your letterhead for free sample 
kit. The Faulitless Rubber Company, Dept. 
12, Ashland, Ohio 
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centered that he just doesn’t bother 
his head about keeping other people 
waiting, or about interrupting pro- 
ceedings by an early departure. Try 
phoning him personally shortly before 
the meeting, or leaving a written note 
with his secretary. If he walks out 
before the conclusion, you can say 
something in a half-jocular tone that 
will slightly embarrass him and give 
the rest of the group a chuckle. 

The good conference chairman 
leads without seeming to lead. 

Avoid the appearance of gag rule. 
Don't use leading questions beginning 
“Don't you think .P” “Wouldn’t 
you say that .. .?” It is seldom good 
strategy to suggest the answer to a 
question by expressions such as “I 
think,” or “I believe.” 

If a chairman remarks, “Claude, 
what you're saying, then, adds up 
to this . . .” he is really putting words 
into Claude’s mouth and inviting a 
contradiction. It’s better to word your 
paraphrasing of another’s views in 
the form of a question: “Claude, is 
it vour point that... ?” But a chair- 
man may, and at the right juncture 
often should, undertake to sum up 
the whole discussion. He can begin 
with the preface, “This much we 
seem to be in general agreement on 
There is still a divergence of opinion 
on. . . Let’s see now if we can’t nar- 
row this difference down to its lowest 
common denominator.” 


> Generally a colloquy in which two 
participants engage in a direct ex- 
change is to be avoided. At the first 
opening the chairman should inter- 
pose and get them to address their 
remarks through himself to the whole 
group. 

Here are several suggestions for 
the man who would run a do-some- 
thing conference. 

First, have an agenda with items 
of business listed according to prior- 
itv. Then, if you lack the time to 
cover it all, the omitted items will be 
least important. Encourage members 
who have special business to bring 
up to speak to you in advance and 
get it on the agenda. 

Don’t be shy about holding the dis- 
cussion within relevant limits. 

Don't permit a designing or opinion- 
ated participant to stampede the 
meeting. Use delaying tactics to make 
sure the deliberate judgment of the 
whole group is expressed. 

Restrain yourself from the ever- 
present temptation to yak-vak, just 
because, as chairman, you have the 
floor. Some otherwise good chairmen 
limit their usefulness because they 
have become enamored of the music 
of their own voices. 

Your function is to preside, not de- 
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cide. Be as impartial as possible on 
debatable questions. Do the neces- 
sary manipulating before the meeting 
to make sure that your views are 
voiced by others. Then, if the dis- 
cussion waxes warm and you feel that 
to remain silent yourself would be a 
disservice to the conference objectives, 
ask another committee member to re- 
lieve you in the chair temporarily, 
so that you can get into the fight from 
the floor. 

The chairman’s ingenuity is taxed 
most when the conference threatens 
to wind up in a futile gabfest that 
leaves the business up in the air. 
When you find the deliberations bog- 
ging down in this way, assert your- 
self. Try summarizing the positions 
stated and then narrowing down the 
difference to the core of the disagree- 
ment. Take this disagreement apart 
and look for grounds of compromise. 
You may then be confronted with a 
choice of two courses. One is a motion 
and a vote. The other is to adjourn 
until further study has been made, 
perhaps by a subcommittee of three. 


> Now let’s turn to the other type 
of conference, in which a superior 
calls his subordinates into conference. 
A sales meeting is in this category. 
So is a sales manager’s conference 
with his district managers, say, on the 
best means of introducing a new 
product to the trade. The central item 
on this agenda is probably a factory 
man’s demonstration of the product 
But a number of selling plans are 
to be worked out. 

Clearly, the leader’s function here 
is quite different from his role in a 
committee meeting. He is the boss 
and he speaks with authority. But he 
has not called these men into the 
home office just to lecture them on 
what to do. He knows that their 
collective judgment on the best way 
to put over the new item is likely 
to be worth more than his alone. 
And he wants to sell the plan that 
is evolved to all of them. 

To the apple polishers he has to 
get over Napoleon’s adjuration to his 
councilors: “You are not here, gentle- 
men, to agree with me, but to express 
your own views. If you do that, | 
can compare them with mine and de- 
cide which is better.” 

A sales executive under whom I 
worked had a way of saying, “When 
you disagree with me, I'll expect you 
to say so. But honestly, I’m not easy 
to convince.” 

The sales manager will also have 
chronic objectors in his group — and 
some of them are good men. In fact, 
the ablest men are often the hardest 
to manage. But when purely crank 
ideas are advanced, the rest of the 


‘61 CHEVY 
CORVAIRS 


CORVAIR 95 
TRUCKS fox 


FOR 


ANY KIND OF FLEET DUTY! 


Now you’ve got a big family of 
Corvair cars and Corvair 95 trucks 
ready to go to work for you. And 
wait till you see how much they 
save in your fleet operation. 


Three things they’ve all got in 
common: thoroughgoing thrift, 
real dig-in-and-go traction and 
driver-sparing handling ease. The 
thrift part you'll really go for. 
Every model, from Corvair coupe 
to Corvan truck, is priced to start 
you saving pronto. And, naturally, 
that air-cooled rear engine never 
needs costly antifreeze or radiator 
repairs. Mileage? Plenty of it, on 
gas and tires and brakes. 

We could go on and on about 
Corvair’s traction and handling 


Hardworking Corvair 95’s: Rampside 


The Corvair Lakewood 500 Station 
Wagon with up to 68 cubic feet 
of space for business gear. 


ease. But we’ll let your drivers do 
it for us, once they’ve been pulled 
out of a sticky spot by a Corvair, 
once they’ve wheeled a Corvair 
through knotty traffic. 

Your Chevrolet dealer’s the man 
to see, whether you want a Corvair 
sedan for salesmen or Corvair 95 
pickups for delivery duty. Or both. 
He'll be glad to talk Corvair’s 
kind of thrift over with you in any 
case. Make that visit soon... . 
Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


The Corvair 500 4-Door Sedan with nearly 12% more underhood cargo space this year. 
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yroup can usually be counted upon 
to sit down on their advocate. If they 
ire slow to do so, call by name upon 
one who vou believe will carry the 
ball for a more balanced viewpoint 
This often has a better effect than 
direct expression of disagreement 
boss 
noint here is to use sheer 
iuthority as little as Pp yssible. Writing 
*~ his daily and often stormy confer 
ences with political and military sub- 
ordinates in the climactic months of 
experience as Prime Minister and 


Minister Winston Churchill 


that “I let the argument 


rip healthily between the depart- 
ments. This is a good way of finding 
mut the truth.” 

According to Celestine Sibley in 
The Saturday Evening Post, Ralph 
McGill, editor of The Atlanta Con- 
stitution, tolerates and even encour- 
ages his aides’ disagreement with his 
own views. Although McGill is re- 
garded as a Franklin Roosevelt Demo- 
crat in the Solid South, he had on 
his staff for years, and promoted all 
the way to managing editor, a vigor- 
ously outspoken Republican. 

Some of the rules already 
apply to the 
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manager-subordinate 
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conference as well as the committee 
meeting. Another thing to remember 
is to bring up only matters that have 
general interest for all the group. | 
hear much grumbling about attending 
meetings that “don't apply to me.” 
This suggests ruling out issues or 
problems of personal interest raised 
by participants. Ask that such topics 
be withheld for private discussion. 
It’s a recognized maxim, but one 
worth repeating here, that what makes 
a good sales meeting is general par- 
ticipation. You can’t overstress that 
point. 

Not long ago I sat in on a dis- 
cussion of sales meetings at a Sales 
Executives Club round table. Several 
members complained of the difficulty 
they had in getting men to attend 
sales meetings without a lot of 
grumbling. 

“I have the answer to that one,” 
said Jim Buckner, general agent in 
Springfield, Missouri, for the Equita- 
ble Life Insurance Co. of Iowa. He 
learned the secret, said Buckner, frora 
an old friend who ran a very suc- 
cessful agency for 40 years. For 35 
of those 40 years, he held a_ 15- 
minute sales meeting in the agency 
office five mornings a week. The sales- 
men were assigned, alternately, to 
lead the meetings themselves. Each 
was given a month’s advance notice 
to prepare something fast and to the 
point. The agency manager conducted 
only one meeting a month himself 
The salesmen not only didn’t shirk 
these meetings, Buckner found, they 
attended and took part with gusto, 
partly because it was their own show. 


® The conference has very definite 
limitations as an instrument of man- 
agement. But there are some ends 
that can be accomplished better by 
it than by any other means. When 
a man has taken part in fact-finding 
or policy-formulating deliberations 
and feels that the findings or action 
taken or recommended are in part 
the product of his own judgment, he 
will be likely to show more enthusiasm 
in making the performance a_ suc- 
cess. 

The conference is also an excellent 
way to communicate fully and thus 
to standardize correct procedures. It’s 
an axiom as old as Aesop that two 
heads are better than one—if you can 
bring them together. ® 
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Recommended... approved... 
requisitioned . . . called local 
office. These are typical buying 
actions taken by industry’s 
top buyers after consulting 
manufacturers’ catalogs 

in Sweet’s. These catalogs give 
buyers and specifiers the 
product facts they must have 
when buying needs arise. More 
than 80 buying-action studies 
in six basic industrial and 
construction markets document 
the buying activity a catalog 

in Sweet’s can produce for 
your products. Your Sweet's 
Representative will gladly review 
the results of these studies 
with you. Sweet's Catalog 
Service, Division of F. W. Dodge 
Corp., 119 W. 40th St., 

New York, N. Y. 


from one sales manager to another... 


HERE'S SOMETHING NEW ON THE SALES CONTACT PROBLEM 


I've been in the business of industrial A lot more people in the buying act 
selling for the last 36 years. 


We've done some major research on Uncovered eye-opening data on the 
the problem and how to solve it. extent of plant buying influences... 


also, the limits of sales contact for each This could be the means of helping you You're welcome to it. Ask for the Yale 
of 99 different industrial products. to improve your sales strategy. & Towne and Century Electric studies. 


Write: 

H. R. Mathias, Sales Manager, FACTORY 
McGraw-Hill Publishing Company 

330 West 42nd Street, New York 36, N.Y. 
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New Books For 
Marketing Men 


Successful Idea and Program Selling. 
By Eugene Whitmore. Published by 
Twentieth Century Publishing Co., 
Philadelphia 39, Pa. Price, $2.75. 


This book, as a subtitle indicates, 
is a handbook for advertising specialty 
counselors. It is, in fact, a manual, a 
guidebook to the field of specialty 
advertising. Eugene Whitmore, also 
the author of “Building Your Business 
with Calendar and Specialty Advertis- 
ing,” was the first managing editor of 
Sales Management, is a sometime 
contributor to this magazine. 


Common Carrier Advertising Handbook. 
By Blanding and Hopper. Published by 
Traffic Service Corp., 815 Washington 
Building, Washington 5, D. C. Price, 
$3.50. 


The authors of this handbook on 
advertising planning have attempted 
to cut through some of the myriad 
misconceptions that permeate the 
field. There are, say Blanding and 
Hopper, fundamentals for successful 
advertising, often ignored—at times 
at their peril—by national advertisers. 
One advertisement, simple and _in- 
expensive to create, often runs away 
from the big, splashy one. One direct 
mail piece gets good response while 
another, on the surface similar, flops. 
Why? This book will throw some light 
on the subject. 


A Foot in the Door. By Alfred C. Fuller, 
as told to Hartzell Spence. Published 
by McGraw-Hill Book Co. Price, $4.50. 


The saga of the founder of Fuller 
Brush Co. makes for lively (and in- 
formative) reading. Alfred Fuller was 
a long time getting off the ground. 
No one, and particularly Mr. Fuller, 
expected him to amount to anything. 
Today his business grosses over $100 
million a year. 


Staff in Organization. By Ernest Dale 
and Lyndall F. Urwick. Published by 
McGraw-Hill Book Co. Price, $6.00. 


Heads of companies, departments, 
divisions often work a 50 or 60 hour 
week—with jeopardy to their health. 
This book points the way to a solu- 
tion: the use of general staff men. It 
offers advice on how to use such 
“assistants-to,” examines cases where 
such assistance is successfully used. 
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) in Florida have in common 
p 

with a coffee & company in California or a grocery 


chain in Louisiana? Answer: each gives something extra! ea 


- 
Their customers ex fe y and salesmen like getting something 
°4 


extra Sp in recognition for loyalty. Like the housewife in San 


~ 


What does an oil company 


Francisco who got a new toaster o 
| A 


change for coupons Gi packed in the brand of coffee <@ 


the other day in ex- 
she buys. Something extra! 4 And the oil company salesman in 


Jacksonville who received a set of golf clubs eo for reaching 


a special sales quota. And the woman in Baton Rouge who got a 


because her favorite grocery / 


CY 


gives something extra to loyal | Zeustomers. Something extra 


store 


for being a loyal customer! Scores of progressive companies 


rely on The Premium Service Co., Inc. a to help them 


develop individually-tailored plans. Why not your company? 


No obligation for complete information. 


THE yo 
remium 


ervice Co., Inc. 


Founded 1897 


| THE PREMIUM SERVICE CO., INC. 
1 195 North St., Teterboro, N. J. 


PLEASE SEND ME MORE INFORMATION. 


~}) Stamp Plans 


Dept. SM-2 


C) Sefety Program 
C) Cash Register Tape Plans ([) Sales Incentive Plans 
[] Coupon Redemption Plans 


Subsidiary of 
The Curtis Publishing Company 


195 North Street 
Teterboro, N. J. 


Zone State. 
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PLYMOUTH FLEET CARS 
WITH RUGGED UNIBODY 
PAY YOU BACK 

AT RESALE TIME! 


92 


Whether your fleet numbers five or five hundred, 
Plymouth offers new beauty, durability and over- 
all economy that’s hard to beat. The unique way 
its Unibody is built and treated practically elim- 
inates rust and rattles. Smooth Torsion-Aire 
Ride (no extra cost) levels the road. Plymouth’s 
powerful engine, V-8 or 6, runs on regular. At 
resale time, Plymouth with Unibody and new, 
long-lasting interior appointments will pay you 
back a surprisingly high return. Better see or 
call your nearby Plymouth dealer right now! 


61 PLYMOUTH 


PUT TOGETHER TO STAY TOGETHER 
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Every year, thousands of businessmen cross the oceans to 


visit New York. The company that is equipped to handle 


these potential customers while they are on its own home 


ground has the marketing jump on competition. Here’s 


how one, Burroughs Corp., turns them into customers. 


New York is one of the best foreign 
markets a company can have. Every 
year many thousands of businessmen 
from Europe, South America, 
Australia, Japan and every other 
fast-growing commercial area in the 
world visit this country. At some 
point, most of them wind up in 
New York. 

Whether they are there for 
business or pleasure, or with a 
combination of both in mind, one fact 
remains: Many of them are regarded 
as potential customers by the overseas 
affiliates or branches of American 
companies. 

Of course, there is generally a 
certain amount of confused coopera- 
tion between foreign and domestic 
personnel on such matters: A hurried 
wire from Paris says that Mr. Big will 
be in town on the fourteenth and will 
somebody in New York please show 
him a good time. The junior salesman 
on the staff is ordered to drop 
everything, meet the great man and 
drag him around town. When it’s all 
over, nobody is quite sure just what 
that Frenchman might have been a 
potential customer for. 

In other words, there must be a 
better, less-confused wav for a 
company to backstop its foreign 
operations. And Burroughs Corpora- 


tion (1960 sales: $390 million; dealers 
in 106 countries) believes it has 
found its better way in the person ot 
Harold E. Walters, export director, 
International Division. 

The title of “export director” is 
something of a misnomer, for Walters’ 
job really consists of two main 
activities: contacting potential cus- 
tomers as they arrive in New York 
from overseas and, in what little 
spare time he has, selling Burroughs 
equipment to the New York-head- 
quartered international divisions of 
American companies. 

The big job is the contact work. 
In the 4% years Walters has held the 
job he has met over 600 visitors from 
abroad, an average of about 2% a 
week. But it is not the volume that 
really counts; it is the efficient, 
organized manner in which the 
contacting is conducted. 

For example, assume that a 
potential customer is about to come to 
New York from his native Brazil. The 
salesman there would like the 
prospect to see some equipment 
comparable to the kind he is trying 
to sell him, only under actual oper- 
ating conditions. The salesman 
convinces the prospect that he should 
see it, and obtains a copy of his 
itinerary, which he forwards to 
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Walters at the New York office. 

Walters then goes into action. He 
arranges his own schedule to accom- 
modate the visitor. His close contact 
with the New York district office 
(where he is based) enables him to 
determine the location of an operating 
system comparable to the one the 
Brazilian salesman is trying to sell, 
and he obtains that customer’s 
permission to show it. 

When the visitor arrives, Walters 
may or may not meet him, depending 
on his own schedule and his instruc- 
tions from Brazil. Many times, for 
instance, visitors will be met by 
relatives, emplovees of their own 
company, or other business associates. 


> “This is where the touchy part 
comes in,” says Walters. “You really 
have to play it by ear. If a guest has 
been to New York once or twice 
before, he will often feel like an old 
hand and resent any ‘tourist’ treat- 
ment. Often you aren’t sure if he 
speaks English until you meet him, 
although the great majority of foreign 
executives do. We try to find out in 
advance, though, so we can bring 
along one of our bilingual domestic 
salesmen. 

“In any event, somebody coming to 
New York for a short stay almost 
certainly knows what he wants to, or 
must, do while he is here. We don’t 
dare force ourselves on these pros- 
pects. Sometimes I'll take them out to 
dinner or a show, but usually not. If 
I meet them at the airport or at the 
dock, I'll generally just drive them 
directly to their hotel, and make 
arrangements to see them at a later 
date. It’s a matter of sizing up the 
situation. Some people want to be 
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AT YOUR SERVICE 


A classified list of professional firms 
which serve sales and marketing executives 


Sales Forecasting 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your sales | year or 
more ahead. Currently used by many 
of the country's leading corporations. 

Allow us to send you, without obli- 
gation, our brochure on Sales Fore- 
casting. 


J. CARVEL LANGE, Inc. 


Subsidiary of 
industrial Commodity Corporation—27th Year 
OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 


Public Relations 


D. Parke GiBSON 
PUBLIC RELATIONS 
Negro Market Counsel and Programming 
2621 Seventh Avenue 
NEW YORK 39, NEW YORK 


Write for Confidential 
Report on Negro Market 


Sales & Exec. Training 


HOW YOU CAN 
SELECT 
EFFECTIVE 
SALESMEN 


A method for selecting sales- 
men who will act intelligently 
and effectively in selling your 
product or service and for 
evaluating present salesmen 
to make them more effective 
has been developed, tested 
and proved. Write 


THE EXECUTIVES INSTITUTE 
148 East 48th St., New York 17, N. Y. 


Other Services 


EVER READY LABEL 
CORPORATION 


357 Cortlandt St. - Belleville 9, N. J. 


Ever Ready for EVERY type of 
Label — Red-E-Stik® pressure- 
sensitive, caution, shipping, 
spot carbon, pin-feed “Auto- 
matabels”, foil, Metal-Cal, 
and hundreds of other kinds! 


Leaders in the Label Business 


for almost 50 years. 


in New York City, Call Plaza 1-3040 
Out of New York, Call PLymouth 9-5500 
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MAP OF HIS TERRITORY, the world, is used by Burroughs’ Export Director Harold 
Walters to help describe service facilities to a visiting Australian bank executive. 


shown around and wined and dined. 
Most don't. It’s up to me to discover 
who wants what. One thing is certain, 
though: A visitor is hardly ever ready 
for either business or pleasure right 
after a long trip. If you meet a 
10 p.m. plane from London, you may 
be all set for a little work or play. 
But the guy on that plane got up this 
morning at London time, and when 
it’s ten here it’s three in the morning 
there. Your guest has already been 
up all night, so taking him anywhere 
except his hotel would probably make 
him your enemy for life.” 

Of course, all of this is further com- 
plicated by many other factors. No 
two visitors ever arrive under the same 
circumstances. Some come alone, 
others bring their wives. Most are 
on business trips, although many are 
on vacations or a mixture of both. 
Usually their business is entirely dif- 
ferent from Burroughs’ interest, and 
Walters must play second fiddle to 
the main reason for their trip. Some- 
times, though, the visitor will be in 
New York to shop the business ma- 
chine market, and Walters really has 
to scramble. 


&> Walters never writes an order for 
his foreign visitors. He shows them 
an installation if they want to see one, 
and prepares a loose-leaf catalogue 
of literature about each of the parts 
of that particular system. This he 
generally airmails back to the cus- 
tomer’s home office so he won’t have 
to lug it around on his trip. After the 
interested executive returns to his 
own country, the salesman from the 
Burroughs installation there takes over 
again and follows up where Walters 
left off. 

The job of backstopping overseas 
salesmen is, in its duties, simple 
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enough. But how well it succeeds 
depends strictly on the special talents 
and abilities of the man in charge 
Not evervone could be given Harold 
Walters’ job and make a success of it. 
Here are some of the reasons why 
Walters, or someone like him, best 
fits the job: 

He is thoroughly familiar with the 
city (New York) and the company’s 
operations there. Walters is a native 
New Yorker and was formerly district 
manager there. This has given him 
a thorough knowledge of the city’s 
facilities for the first-time visitor, as 
well as intimate contact with the New 
York sales office and the company’s 
installations in the area. 


> He has long experience in the sales 
end of the company. This gives him 
two essential things: a thorough know]- 
edge of every product made by the 
company, and the ability to size up 
a visitor quickly and at least fairly 
accurately in regard to his potential. 
He is willing to work on salary. If 
the job is going to concern helping 
other salesmen sell, the commission 
must, of course, be eliminated. 
Although the demands of long ex- 
perience tend to rule out the younger 
salesman, the man who is chosen must 
be willing and able to adjust to a job 
where he seldom meets the same man 
twice, where working hours are hap- 
hazard, and emergencies and unusual 
situations are the order of the day. 
In addition, he must lear a ter- 
rific amount of new material: export 
regulations, differences in equipment 
sold overseas, customs regulations, 
and every detail of every new prod- 
uct introduced by the company and 
its competitors. 
According to Harold Walters, any 
company, with any degree of overseas 
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Brownie Bullet Camera, $4.25 list price, 


is designed for premium use. 


Brownie Bullet Camera builds “Picnic Fixins” sales 


Instructions to the housewife were 
simple: “Just tear Alcoa’s Better Pack- 
aging Label from flap of any Alcoa 
Super Strength Wrap, mail with $2 
and this Brownie Bullet 
yours!” 


Camera is 
When more than 6,000 store 
managers joined in this promotion, 
sales headed up, according to D. W. 
Flint, Alcoa Wrap Sales Manager. 


Here is another example of what the 
use of the right Kodak premium in a 
first-rate promotion can do for sales. 

There zs a right Kodak camera for 
every promotion, and Kodak can 
help you find it. The first step is to 
mail the coupon below to get your 
copy of the latest Kodak premium 
catalog. 


Once you look over Kodak’s list of 
premium cameras and outfits, you'll 
begin to see why so many manufac- 
turers choose Kodak cameras and 
outfits, not only as premiums, but as 
business gifts, incentives, recognition 
awards. List prices range from $4.25 
to several hundred dollars. Mail cou- 
pon today. Price is subject to change 


without notice. 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. ---------- 


EASTMAN KODAK COMPANY, 


Gentlemen: 


Premium Sales Office 


Please send me more « 


, Rochester 4, N. Y. 


Company 


____ Position 


222-2 ait 


letails on promotion opportunities with Kodak premiums. 


street 


Zone State 


ixodalk 
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sales, can profit by having somebody 
in New York who is specifically desig- 
nated to handle visitors and who 
knows how to do it. A small com- 
pany can use a domestic salesman on 
a part-time basis; a bigger outfit mav 
require a team. The big thing, he 
insists, is to eliminate the confusion 
of the unorganized operation and reap 
the benefits that accrue from having 
a formal procedure for handling anv 
and all contacts of value to the com- 


bassadorial activities are nearly im- 
possible to evaluate in a dollar-and- 
cents way. But the thick sheaf of let- 
ters he has received from Burroughs 
personnel overseas convinces him that 
his efforts are not wasted. One re- 
cent letter, typical of many, came 
from the managing director of Bur- 
roughs do Brasil. It said, in part: “I 
want to thank you for the excellent 
help vou have given us with this cus- 
tomer during his visit to New York. 


pany : 


After his return, it was only a matter 
Unfortunately, Harold Walters’ am- 


of getting the order to him.” ® KMR 


Don't ast America what she can do for you, 


Washington’s most convenient 


instead ask what you can do for America.” 


P cudent Kennedy's newguel Address 


O.K., Mr. Kennedy, 
MOR-SUN Volunteers! 


? 


By 


Tt WO PROFITS for 6 MONTHS! 


MOR-SUIN FURNACE wilt help ger the ball rolling in the big housing program 


meeting place... 

with every modern facility for a confer- 
ence or a convention, 

Comple tely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C, 
"The Residence of Presidents” 

4th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 + Teletype WA732 


EXHIBITS 
SCHEDULE 


FOR 1961-62 


Complete index to all trade and 
industrial shows in United States 


that’s so vital te our nations cconomy by GIVING UP PROFITS FOR SIX 
MONTHS! MOR-SUN FURNACE, 2 division of Morrison Seeel Products, loc, of 


Bufialo, will cut its profits by TEN PER-CENT on every MOR-SUN furnace and 


NOTE TO ALL FURNACE AND AIR 
CONDITIONING MANUFACTURERS 


air-conditioner we menufacture or sell for the oext six months ...and, Mr. President, 
Berens 


we've lett wetbing out! 


Ic is@ur belicl chat by selling hearing and air-conditioning at 10% off, we can 


help re-cstablish 2 building program, with + building program, workers are needed 

MOR-SUM FURNACE DIVISION 
MORRISON STEEL PRODUCTS, Inc. 
suPFALO 7. NY 


60) AMNERST ST . 


money comes in, factories go back on tullscale employment, the economic and 


business recession is Over You. Me President, MOR-SUN FURNACE VOLUNTEERS 


ls Patriotism a Sales Tool? 


Does this ad indicate patriotism or price-cutting? We don’t know. 
It is never easy to determine just what motivates individuals in 
marketing. But it distinctly smacks of using an American Flag as 
a sales aid. 

The ad was run in The New York Sunday Times by the Mor-Sun 


and throughout the world. This 
is the master reference list used 
by exhibiting companies, gov- 
ernmental departments and all 
others interested in where 
and when what exhibits are 


scheduled. 
Available by subscription onl 
—$25 a year. Monepivedh 


guarantee if you are not 
satisfied. 


Order your copy now— 
just off press. 


EXHIBITS SCHEDULE 
1212 Chestnut Street 
Philadelphia 7, Pa. 


Published by Sales Meetings Magazine 


Furnace division of Morrison Steel Products, Inc., Buffalo, New York. 
Under an excerpt from President Kennedy’s Inaugural Address 
(“Don’t ask America what she can do for vou, instead ask what you 
can do for America”), the company proclaims, “Mor-Sun volunteers. 
No profits for six months.” 

It goes on to say that it wants to do its part to help the economy 
(and the housing program) get rolling by cutting its profits “by 10% 
on every Mor-Sun furnace and air conditioner we manufacture or 
sell for the next six months.” And it urges all its competitors to 
follow. suit. 

Whether Mor-Sun is actually giving up its whole profit by a 10% 
cut is not the point. And whether the extra business will prove 
highly beneficial in the long run doesn’t really matter, either. But 
there are questions of taste. Should a company attempt to veil its 
motives in what might be a by-product of its actions? The auto 
makers say that planned obsolescence stimulates the economy. Should 
business make hay out of a national need? Finally, doesn’t flag-waving 
make a specious ad claim even more odious? 
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When Noxzema 
telegraphs 3,961 wholesalers... 
things happen fast! 


WESTERN UNION © 


TELEGRAM q 


\) =] WESTERN UNION) 


TELEGRAM 


A. LEIB, LAG DRUG, CHICAGO ILL. 


NOXZEMA INTRODUCING NEW MEDICATED SKIN LOTION. TREMENDOUS 
SALES POTENTIAL. CONFIDENT OF RETAIL ACCEPTANCE. SAMPLES 
AND PRODUCT INFORMATION ACCOMPANY THIS WIRE. START 
SELLING IMMEDIATELY FOR JANUARY DELIVERY. 


N. A. WITT, NOXZEMA CHEMICAL 


N. A. WITT, NOXZEMA CHEMICAL, BALTIMORE MD. 


INITIAL ORDER NOXZEMA LOTION MOVING FAST. PLEASE SHIP AT 
ONCE 3 GROSS EACH LARGE AND SMALL SIZE. ALSO 2 DOZ 
#3072 DISPLAY DEALS AND 4 DOZ #414 DISPLAY DEALS 


A. LEIB, LAG DRUG 


Litas 


SENSATIONAL PRODUCT NEWS? Things happen fast by telegram. Excitement comes across big. 


Orders pour in fast... because facts and figures are crystal-clear . 


Noxzema save time and money using accurate, action-getting telegrams. Yours will, too. 


..in writing. Busy companies like 


Western Union... for action! 
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Long Distance pays off 


in extra sales 


"We did a month’s business in a week-—selling by telephone!” 


says Jesse A. Bell, president 


Bonne Bell Cosmetics, Cleveland, Ohio. 


LONG DISTANCE RATES ARE 
“We had some new products that needed distribution |! Here are some examples: 
to dealers in a hurry,” reports Mr. Bell, “and Long Detroit to Pittsburgh 
Distance was the only way to move fast enough. So for Milwaukee to Minneapolis 
one week our salesmen sold by phone exclusively. And Memphis to Chicago 
how they sold! We wrote more orders in that week than St. Paul to Cleveland 
we normally write in a month—over $50,000 in tele- St. Louis to Los Angeles 


phone orders for less than $ 100 for the calls.” hese are di rates, Station-to-Station 
° s. Add the 10% federal excise ta 


for the 


Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE 
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How to Grow Old Rebelliously 


The author of this article believes there’s plenty of fun and 


challenge in the years when many prefer to give up and retire. 


The way to grow old, says Philip Kelly, is kicking all the way. 


Several vears ago I worked for an 
organization of national repute that 
had such a turnover of advertising 
and sales personnel that these ex- 
employees actually have an alumni 
association. 

These men now either have top jobs 
with competitors, or, in some cases, 
are retired. Some quit their jobs, but 
unfortunately, most of them were 
fired from the old parent company. 
Some of them just folded up and 
retired, but others refused to become 
obliterated by fate, and rebellious, 
fought their way back to success and 
prominence. 

I couldn’t help but notice the dif- 
ference in the two tvpes composing 
the alumni association: One group 
was senile, pessimistic, a little bit 
droopy and discouraged. It was sad 
to look at them or talk to them. The 
other group was optimistic, vibrant 
and enthusiastic — regardless of age. 
Some were quitters while others were 
fighters. 


> It was apparent to me that the 
status of these two groups was merel\ 
a matter of viewpoint. 

Now a short time ago I had to 
face the same issue. I lost my eve 
and mv job the same dav. Fate forced 
me into the hospital to have mv right 
eve removed because of a World War 
I injury. It was causing trouble and 
endangering the other eve as well as 
my general health. My timing was 
bad because this day was the dav of 
the big budget meeting of a large 
corporation of which I was a vice 
president. The pessimistic financial 
geniuses decided right then and there 
that I should retire. 

To make a long story short, I was 
forced to retire on a pension which 


°Mr. Kelly is vice president of J. M. 
Hickerson, Inc., advertising agency. 


By PHILIP J. KELLY* 


President, Sales Executives Club 
of New York 


\ 
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pet Hrow old along with me. 


The best 15 yet to be, 


The last of life for which the first was made. 


Our times are in His hand. ~—rovert sRowninc: 


would not enable me to live in the 
stvle to which mv wife was accus- 
tomed. Besides this, 
children offered a_ challenge 
their natural demands. 

The issue was clear: Should I give 
up, as suggested by the comptroller— 
fold up and become a nice old man 

. grow old gracefully — or should I 
accept the challenge of fate and rebel 
against the whole idea of retirement 
and growing old gracefully? 

I was reminded of Dr. William E 
Barton, the great Congregational min- 
ister, who attended a dinner in honor 
of his 65th birthday. Some church 
elder made an eloquent speech about 
the art of growing old gracefully. Dr 
Barton resented the idea. He re 
sponded to the speech with a crack- 
ling retort, saving: “Grow old grace- 
fully? Rubbish, I say. Rubbish. I 
shall never grow old, but if per- 
chance I should grow old it will not 
be gracefully, but rebelliously.” Then 
the old boy sat down with a thump, 
his famous chin whiskers literally 
bristling with static. 

I decided I wanted to be like Dr. 
Barton — not like Casper Milquetoast. 
And the result was that I went back 
into the most highly competitive busi- 
ness in the world — the advertising 


grand- 
with 


seven 
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agencv business — and am succeed- 
ing all over again. 

Ignoring pessimistic judgment I 
became a candidate for president of 
the largest Sales Executive Club in 
the world, with 3,000 members, and 
was elected. The club provides a 
schedule of dynamic activities, touch- 
ing everv phase of advertising, selling 
and public relations. These engender 
a daily rebellion against the common- 
place and are a source of inspiration 

that I might well have missed had 
I decided to grow old gracefully! 

This article is being written not 
onlv to ervstallize my own ideas, but 
to help many other men who are as 
confused as I was for several months. 

Observation teaches me that many 
old folks—willing to quit and die a 
slow, miserable death 
too good in the first place. They were 
never real competitors at any time 
during their lives. They most likely 
went through life scared to death, and 
age and retirement gave them a good 
excuse to get out of the competition 
and into the comforting shade of ob- 
livion. For the first time they are safe 
—and, I hope, happy. 

But for a person who has always 
been in the thick of the fight —as a 
happy warrior — age 60 or 65 offers a 
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Directory 
of 
Key 
Plants 


Now Ready 


All Plants with over 5090 


Employe es 
a a a 


Accounting Oo? Half of All 
Value Added in U.S. Manu- 
facturing Showing: 


Plant Name 

Location by County 
Mailing Address 
State 

SIC Codes 

Product Description 


Average Employment 
in 1959 


a a a ae 


No other directory covers 
all industries (including non- 
metal working) and reveals 
employment in each plant, an 
item handled by code in most 
directories. Yet only if you 
know how large a plant is 
can you estimate its poten- 
tial to you. 


Two Taoular Arrangements In- 
cluded 


Geographic, Alphabetic by 


state and county 


Industry Ranking in order of 
Employment 


Nearly 6,000 plants 


Cost: $48.00 ($40.00 each for 


two or more copies 


Also Available on IBM ecards 
Write to: 


MARKET STATISTICS 


630-3rd Avenue 


New York 17, N. Y 
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poor excuse for quitting the battle. 

If you are going to grow old re- 
belliously, not gracefully, then con- 
sider this advice: First you must real- 
ize that with age there comes a series 
of natural changes in vour body. They 
are all part of nature’s plan. How- 
ever, vou can do some things to delay 
actual deterioration. 


Physical Condition 


Of course you must work to keep 
in good physical condition. I force 
myself to go to the gvm at least twice 
a week. A series of well-supervised 
exercises keeps the bodies of a lot of 
successful men in good condition. It’s 
never too late to start—as long as you 
can walk around. Don't let anybody 
tell vou that vou are too old to start 
svstematic exercising. I know a 
physical director, named Olmstead, 
who at 74 has the body of a man of 
25. There are lots of others like him 
who can guide you to good physical 
health if vou give them a chance. 

One thing I notice regretfully — I 
can no longer drink to excess and get 
away with it. I find that too much 
drinking has become a burden. It 
interferes with my digestion, my dis- 
position, my sleep — and my family 
relationships. Except for an occasional 
drink, I just cut it all out and feel a 
lot better. The same goes for smok- 
ing. I have been a moderate smoker 
all my life, but now nicotine literally 
So I just quit, and | 
don’t miss it, either. 

If vou have any bad habits remem- 
ber that part of your rebellion against 
old age is to rebel against these habits 
and get rid of them quickly. You 
wont find it difficult because good 
results will come quickly. Phvysiologi- 
cally, regular exercising and the ter- 
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mination of burdensome habits will 
do wonders for you. Here is evidence 
that vou are really planning for the 
future. 

Remember, vou cannot live on the 
breath of vesterdav. You must look 
forward and not back. The past is 
gone bevond recall; the future is 
ahead of vou, so seek it enthusiastic- 
ally. Realize that nobody wants to 
hear all about how good vou used to 
be. If vou have really been a great 
man they will ask vou about vour 
success, but don’t volunteer the ‘per- 
sonal-success recital or vou will add 
to vour success as a has-been. 


New Jobs 


Part of the rebellion is to take a 
new job. Remember, no honest work 
in your field is beneath your dignity. 
When a stuffed shirt is knocked off 
his throne and loses all his com- 
pressed air, it is a blow to his dignity 
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PHIL KELLY retirement for 
him meant the beginning of a 
new career the trick is to 
never stop fighting. 


and prestige. But if he is basically 
good, still creative, still a real leader, 
he will be glad of a new job regard- 
less of his prestige. He will get a 
big kick out of beginning all over 
and amazing his enemies with a new 
record of success, even if in a minor 
key. All the world loves a valiant 
fighter who never quits till he is out. 

Don’t trv to be a star on the same 
old stage. Don't be satisfied to be 
just an extra, either. You'll never be 
happy. Change shows and change 
stages. Again remember—you cannot 
live on the breath of vesterday. 

Too often a man in an exalted posi- 
tion loses out to time or politics, and 
then spends the rest of his life trving 
to maintain his status quo. It’s amaz- 
ing the way the has-beens huddle 
together, pitifully trving to recapture 
their lost glory. Generals are clubby 
with generals, presidents with presi- 
dents, treasurers seek other ex-treas- 
urers. The strain to retain rank, dig- 
nity and position is needless, silly and 
fatal. If vou are in such a vicious 
circle break it. I suspect that many 
wives are largely responsible for this 
deplorable situation and ought to be 
spanked. 

Your new job should enable you to 
use all your experience without the 
responsibility and nuisance of rank. 
But get off vour high horse — it’s fun. 


Hobbies 


An important part of the rebellion 
is to get a new hobby — not a difficult 
one, but a new one. Sure I always 
plaved golf (but not too well), and 
was a century shooter around 100. 
Many “droopy drawers” told me I 
should quit the game when I lost my 
eve and thus had no depth percep- 
tion. Their pessimistic attitude made 


Something Missing 


.. like California 
without the Billion Dollar Valley of the Bees 


Actually, total effective buying in- 
come of more than 3% billion, 
greater than each of 23 states 
Twenty-seven prosperous counties 
which together form California’s 
third great market 
Here is a huge California inland 
market separate from all others. 


A market which can only be cov- 
ered in print with its own local 
area newspapers: The Sacra- 
mento, Fresno and Modesto Bees. 
Here people read The Bees for 
local buying ideas. You’ll like the 
sales figures. 
Data Source: Sales Management’s 
1960 Copyrighted Survey 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 
e THE FRESNO BEE 


Lo 
Ao) 


. \ 
} 

\ 
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MS CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


Three types of discounts: McClatchy gives national advertisers discounts on bulk—frequency —or combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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I was pretty bad to start 

playing with this new handicap 

A pro said to me, “Don’t blame it on 
Doing what you're doing, 
ou couldn’t hit the ball with four 
ves.” For the first time in my life I 
what the pro told me. My 


eves Was 94, 


your ¢« e 


with one eve a good start on 
the rebellion 

Another part of mv revolt took me 
to the study of astronomy. I became 
so interested I purchased a rather 
expensive Questar telescope, which is 
1 combination telescope, microscope 


ind telephoto lens. This precision in- 


strument opens up a whole new 


sphere « activ Looking at the 
noon thi { i telesc ype re ill, gives 
the infinite 


is another hobby to 


which I devote more and more time. 
Try it. It’s just the thing to chal- 
lenge and capture an independent, 
rebellious mind, because every instant 
presents a different picture. 

Don't be afraid to try something 
brand new. You have not changed 
When you were younger 
vou took chances and succeeded. You 
can do so again because you are a 
more experienced man. Don't play 
safe — it’s boring. Profit has always 
been the result of risk. There has 
never been such a thing as perfect 
safety, so why try to find it now? 

Try anything that appeals to you — 
it's part of vour rebellion. One note 
of caution: pace yourself. I can still 
work with a salesman all day and stay 
ahead of him. But no longer can I 
stay up with him till midnight, drink- 


basically 


ing and smoking and talking. So now 
I pace myself by going to bed early 
while my young friend is out living 
it up. Next day I am better than he 
is. But do I miss the fun the boys 
have after working hours! It’s all part 
of the deal. 

Make it a point to make new friends 
— young friends. You need them and 
they need you. If you are half as 
good as you think you are, young 
men on the way up will seek you. 
They need wise advice and will flat- 
ter you by seeking it if you will just 
express yourself. Stop running around 
in circles with the same old fogies. 
Keep vour old friends, but make new 
ones. You will find a brand new au- 
dience that will appreciate you if you 
are really worth listening to. 


(continued on page 104) 
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- when you think of ‘ 


§ REPUBLIC 


Jet service has come to this 
billion dollar: market! 1960 
"total traffic flow'' statistics 
show high-flying Phoenix now 
rates 8th place nationally. Jet- 
pace progress shows up in popu- 
lation growth, too: Metropoli- 
tan Phoenix now ranks 29th 
among U.S. cities—a 

big boost from 98th 

place in 1950. 


Here's big buying power... 
a big rich market. Penetrate 
this BUYING POWER with the 
ONE low-cost medium that does 
the big job. Daily metropolitan 
coverage 91.6%, plus a 63% 


bonus state-wide coverage. 


Gazette 
Morning and — => 
ng Combination 


CHAS. E. TREAT.NATIONAL ADVERTISING MANAGER, BOX 1950, PHOENIX, ARIZONA*REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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GETS. 


LOSE 


to this 9 million CAR market! 


Family Weekly effectively sells 
America’s Middle Markets .. . 
Where 1/6th of the Nation’s Cars are Registered! 


Most any good size national magazine will give you partial 
coverage in the industrially growing middle-market com- 
munities. Network TV will also deliver an audience of sorts. 
But fractional coverage of this dynamic—alive—prosperous 
American marketplace isn’t enough. To sell and sell BIG— 
you need Family Weekly—the one Sunday magazine that 
GETS CLOSE to 5,128,595 families in a market where owning 
a car is still fun, less of a problem than in the larger metro- 
politan areas. And cheaper, too. In fact you could buy a car 
in a Family Weekly city for what it costs for parking alone 
in New York or Chicago! Small wonder more sales-minded 
advertisers are turning to the pages of Family Weekly for 
effective, close-to-home sales results! 


Remember your B’s and C's 
. the fast growing Neilsen B & C 
counties where Family Weekly 
circulation is largely concentrated, 
with the total national coverage to do 
an effective marketing job for you. 


THE LARGEST MARKET IN THE WORLD 
THAT CAN BE COVERED IN SUCH DEPTH 
BY A SINGLE ADVERTISING MEDIUM 


“gee 


Family Weeks ly 


153 N. Michigan Ave., Chicago 1 
405 Park Ave., New York 22 
Detroit +» Cleveland 
Los Angeles « San Francisco 
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INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces « New 
appointments, newly decorated « 
New 21” color TV « FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar e Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $15 to $22 Suites to $60 

Special rales by the month or lease 
Robert Sarason, General Manager 


ORegon 9-3900 
Teletype NY-1-4295 


LOOKING FOR SALES 
MANAGERIAL TALENT? 


if you have a top-drawer sales 
executive job to offer, and wish 
to concentrate on top-drawer 
prospects, use display space in 


Sales Management magazine. 


Space this size would cost 


$163. 


For rates on space in other 


units, write: 


Randy Brown 

Executive Vice-President 
Sales Management 

630 Third Ave., 


New York 17, N. Y. 


Sex 

The subject of sex is a delicate 
matter and often causes much con- 
troversy. Nevertheless, as part of 
your rebellion, it’s going to be neces- 
sary to rebel against a lot of shib- 
boleths, particularly those that state 
categorically that after 60, both men 
and women should lose their interest 
in sex — and that to have any natural 
interest is sinful, unrefined and down- 
right disgusting. 


Religion 


It amuses me when somebody who 
gets old, or who gets in trouble, sud- 
denly decides to solve his problems 
by becoming religious, only to dis- 
cover that religion doesn’t work like 
a cough syrup or a sedative. 

Any old person without a religion 
or a deep philosophy is headed for a 
lot of unhappiness. If you have had 
any religious training in youth, now’s 
the time to revive it. If you've never 
had any religious training don’t think 
you can join a church, as you would 
a country club and get results. Get- 
ting personal benefit from religion re- 
quires study, time, devotion and hu- 
mility. But results come with time 
and you'll find many opportunities 
awaiting you. 

A short time ago I overheard a 
conversation between two ladies 
whose husbands had recently died. 
One turned to the other with a drink 
in her hand and said, “I think we 
ought to take up religion” — just as 
you would say, “I think we ought to 
take up knitting.” Now I don’t think 
they'll take up religion because at the 


LEISURE MARKET 
REPRINTS 


Each feature of the Leisure 
Market Series will be available 
in reprint form as it appears. 
Price is 50 cents for each single 
feature. Write: Readers’ Service, 
Sales Management, 630 Third 
Ave., N. Y. 17, N. Y. Enclose 
remittance. 

These articles on the Leisure 
Market have now appeared and 
can be ordered: #1 The Boating 
Market; #2 The Skiing Market. 

COMING — MARCH 17 — #3 
Hunting, Fishing, Camping; APRIL 
21 — #4 Home Hobbies; MAY 
19 — #5 Home Recreation; JUNE 
16 — #6 Community Recreation; 
AUG. 18 — #7 Travel. 


Sales Management 


moment both of them are burying 
their problems in alcohol. However, 
I'm afraid that if they did try to be- 
come religious on a week-end basis, 
their efforts would fail, and they 
would decide that religion is no good 
— without giving it a chance. 

All life is a struggle and a fight, 
and if you are going to have a happy 
old age—and grow old rebelliously 
instead of gracefully — you've got to 
stay in the battle. 

I agree with Dr. Barton. Grow old 
gracefully? Rubbish! I shall never 
grow old, and if I do I shall grow old 
rebelliously. 


when your flexible 
packaging must 


PROTECT/ENHANCE/ REVEAL /SELL 


call kennedy 


if it can be made of paper, 
plastic film er foil, Kennedy can make it 


KENNEDY CAR LINER & BAG COMPANY, INC. 


7000 Prospect Ave., Dept. B, Shelbyville, Indiana 
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THE GAP 


WIDENS! 


With over 618,000 circulation, the 
New York Journal-American now leads 
the W orld- Telegram & Sun by 1 70,000 
and the Post by over 300,000! 


3-Year Circulation Record 
NEW YORK EVENING NEWSPAPERS 
1958-1959 


1960 
7 


618,802 


600,000 }—_| 


JOURNAL-AMERICAN 571,705 
563,792 | 


300,808 -—_____—_ 


454,224 453,331 


WORLD-TELEGRAM 
AND SUN 


448,828 


400,000 7 


343, 
POST 


300,000 


Year by year, 
the gap grows wider... 


The graph at the left shows how 
New York Journal-American has 
moved ahead consistently in circu- 
lation over the past 3 years while 
both other evening newspapers 
have declined in popularity. 


The following charts show how the 
Journal-American has increased its 
lead over the World-Telegram and 
Sun and the Post since 1958. 


LEAD OVER THE WORLD-TELEGRAM AND SUN 
1960 169,974 


1959 118,374 
1958 109,568 


LEAD OVER THE POST 
1960 
1959 


1958 


From A B.C. Publisher's Statements for 6 months ending September 30, 1960 


NEW YORK JOURNAL -AMERICAN 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. 
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Look 
what’s new 
in food 
packaging 


A HANDSOME DECANTER FOR MUSSELMAN’S. The order: A good-looking decanter for 
sweet cider . . . one that would double as a handy reusable refrigerator bottle. Here it is! Cus- 
tomers say the bottle is easy to hold and nicely balanced for pouring. Musselman’s like the 
large label area for quick brand recognition. In fact, everyone is pleased. You can expect re- 
sults like these when you have your bottle designed and produced by Armstrong. 


(Aymstrong PACKAGING 


WATCH ARMSTRONG CIRCLE THEATRE EVERY OTHER WEDNESDAY EVENING ON CBS-T 


ALLOWANCES FOR 
NO-DEPOSIT BOTTLES 


PLASTIC BOTTLE— 
A FAST COMER 


THE PROFIT SQUEEZE 
HITS CONTAINERS 


ingenuity in design 


Armor-Gard 


Sek haere ed ee 


Om TRENDS IN PACKAGING. AND PRODUCT DESIGN 


BBE. Get Lit aks 3 ‘ ak i A a 
ee er "i ‘ 
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GLASS MANUFACTURERS of “non-returnables” have decided they 
can’t wait for the Glass Container Manufacturers Institute to complete 
its test marketing program of co-op allowances for bottlers who pro- 
mote the “no return” and “no deposit” glass container. At least three 
major producers of throw-aways—Owens-Illinois, Thatcher Glass and 
Hazel-Atlas Division of Continental Can—have offered bottlers their 
own program of co-op ad allowances for promoting soft drinks in glass 
non-returnables. These companies offer allowances of up to 45 cents 
per gross for advertising, merchandising, sampling and P-O-P promotion. 

Heretofore, glass manufacturers have been hampered in their ability 
to check the growth of metal cans for soft drinks even though they hi id 
a price advantage in glass. This advantage was being offset to a large 
extent by can manufacturers’ allowances for the promotion of soft 
drinks in cans. Now, with their own program offered specifically to 
bottlers “East of the Rockies,” set to break about March 1, and the 
GCMI test program for bottlers on the West Coast, glass can meet 
can competition on a better footing. 

This new development follows closely a report in The Wall Street 
Journal that many glass manufacturers plan to increase prices this 
spring. As the big warm weather campaigns for soft drinks break later 
this year, the duel between glass bottles and metal cans should warm 
up.considerably. 


. Meanwhile, brewers continue to look approvingly on the “glass can” 
approach to throw-aways for beer. Schlitz Brewing Co. has recently 
joined the fold of 52 participating brewers in the “Handy Beer Bottle 
Program.” Shipments of non-returnable bottles for beer in 1960 


rose 
33.1% above those of 1959. 


BY 1965, production of the semi-rigid blown plastic bottle made from 
high-density polyethylene may reach the 3-billion mark. About 500 
million blown plastic bottles were produced in 1960, and there will 
be 700 million made in 1961, predicts Owens-Illinois Glass Co., one 
of the major producers of this container. 

The development of blow molding of plastic bottles, produced in 
the same way that glass bottles are produced, permitted the phenomenal 
growth of this container for such products as cleaners and other liquids. 
But experts in the field believe that the surface has only been scratched. 
They foresee its use extended to shoe polishes, floor waxes, shampoos, 
mouth washes and gargles, hand lotions, rubbing alcohol, and many 
other household liquids. There are still certain products which the 
plastic bottle cannot hold, but technology is advancing so rapidly that 
many feel these problems will be solved. 

In addition to Owens-Illinois, major producers are: Plax, Continental 
Can, Celanese Corp. of America, and Imco Container Co. 


IN THE CONTAINER INDUSTRY, the chief problem is seen as rising 
costs rather than falling volume, states The Value Line Investment 
Survey. Competition is so strong among the traditional pack: iging mate- 
rials and from the newcomer, plastics, that product prices have not 
been adjusted sufficiently to recoup higher production costs. 


. one of the results of this tussle for markets between materials has 
been a rash of ingenious designs and combinations of materials to give 


the traditional materials some of the glamour of such upstarts as plastics 
and aluminum. For example: 


. Olin Mathieson recently announced its “new principle in corru- 


gated container construction which provides greater seni where 
needed, vet eliminates costly over-packaging.”” The added strength 
results from laminating a strip of reinforcing material between the 
corrugated medium and the outer liner in certain strategic areas of the 


container. (continued on next page) 
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ROCKET 
YOUR 
SALES 
with a 
WE&a&A 
Miniature 


Give your sales a 

real thrust with a 

jewelry miniature 

of your trade- 

mark or product. 
“> Write for free 
I> folder today. 


— 


WILLIAMS & ANDERSON CO. 


INDUSTRIAL OIVISION 


en! me Manufacturers Suco 1861 


14 Third Street, Providence 6, R. |. 


a LARGEST 
MARKET IN 
ILLINOIS - OWA 


1960 
CENSUS 


270,058 


Final figures show 

over '4 million people 

in the Quad-City market 
Argus and Dispatch serve the 
bigger Illinois side, where 56 


f Quad.-Citians live 


QUAD-CITIES LARGEST COMBINED DAILY C'RCULATION 


ROCK ISLAND ARGUS 


and 


MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 
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TRENDS IN PACKAGING AND PRODUCT DESIGN 
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The new container, called Armor-Gard, is expected to have 
broad application, and tends to reverse the trend toward in- 
creasing container strength by increasing container weight. 


now the Trox 


St. Regis Paper Co., which introduced the Bax about a 
vear ago (a combination of the paper bag and the box), now 
brings the Trox to the packaging market. That’s right — a com- 
bination of tray and box. This is a folding carton that opens 
to form a trav twice as large as the box. The makers of Tidy 
Cat, a hygienic, absorbent clay used for cat sanitation (we're 
told), found it just the thing for its product since it’s moisture- 
proof, grease-proof, and easily disposable. It is said to be a 
winner with pet owners. St. Regis expects the Trox to have 
manv other use possibilities. 

The Bax is said to be doing well, too — it’s currently in use 
as a container for cans of frozen juice and frozen biscuits. 


metered pouring for soap boxes 

Mead Packaging has soap manufacturers interested in a 
folding carton that cleverly limits just the right amount of 
detergent or soap for the wash. Tip up the box and pour, a 
pre-measured amount of contents flows out and then stops. 


coated edge for tearing foil, film 


. the same packager offers a new carton that has a plastic- 
coated, serrated edge for tearing aluminum foil, wax paper, 
or film. The advantages are: lower cost than a box with a 
metal cutting edge and greater safetv for the consumer. 


STAR BILLING FOR PACKAGES 
THE PACKAGE AS A MARKETING TOOL was emphasized 


in two recent, independent announcements: In the first, a 
market research organization, utilizing closed-circuit TV for 
testing commercials and programs, stated that the importance 
of the “marketing of the package as seen on television cannot 
be overestimated.” The Center for Research in Marketing, Inc., 
Peekskill, N. Y., considers that “as the TV commercial increas- 
ingly employs whimsey, abstraction, elaborate imagery, stop- 
motion photography, ete., the reality, the ‘pitch’ in the message 
is left to the package. The entire purpose of the commercial 
hinges on the close-up of the package ... and it is recog- 
nized that the package and the product are indivisible . . . the 
personality of the product is its package.” 

In the second announcement, John Morrell & Co., Chicago 
meat packer and processor, made known that it will feature 
in its national advertising program a double-your-money-back 
promotion keyed to consumer acceptance of the company’s new 
bacon package 

“Handiest bacon package ever invented—or double vour 
money back,” the ad will state in emphasizing the advantages 
of the new reclosable, sliding tray pack adopted recently for 
Morrell Pride bacon. 


COLOR-TREND SERVICE 


Sun Chemical Corp.’s General Printing Ink Division has 
engaged Faber Birren & Co., color experts, to predict future 
trends in color in order to anticipate demands from industries 
buving color inks. 

Latest color preferences of consumers will be available to 
packagers who buy the company’s inks. First prediction—bright 
colors 
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This amazing new map 
produces both 
profits and savings! 


“Z es 


HOUSEHOLDS 


FIVE COLORS, Uy 


represented here by gray Yy 
tints, are used to show five Y 
different classes of average U/ 


net income per household. +S 


KENBRECHE 


atte, “y, i an SIT. 


Ybite 
Ma 
Neighborhoods are broken yp. FY | y 
into numbered districts “< 22 - Y/ pNoG ave Vj 
with statistical Yip yfpiliy Yj, 4 %Y Y 
data on each. Yy y j L Vt. ¥ Z Ga 


@ THAT is what enthusiastic customers are telling ws about the new 
Sanborn Buying Power Map. We have suggested certain profitable uses. 
They—executives in sales, advertising, research, distribution, credit 


and other capacities from a wide range of business activity— 


a ONAN AE EAT I 


have been coming back with many additional adaptations. 


@ Here is graphic portrayal of the location of customers according 
to net income—produced, for the first time, on a neighborhood level in 
recognized metropolitan areas throughout the United States. It is the 
market data so many companies have long sought, but could 

never afford to undertake on an individual basis. 


@ Developed in cooperation with Sales Management and its affiliate, 
Market Statistics, Inc., the moderately-priced Sanborn Buying Power 
Maps are well worth investigating. 


SANBORN MAP COMPANY, INC. Mror DETAILS, PLEASE USE THIS COUPON 
DEPT. 
629 FIFTH AVENUE » PELHAM, NEW YORK 


At no obligation, please send us sample map and full details on the 
j new Buying Power Maps for metropolitan areas throughout the 
{ United States. 


SANBORN 
MAP COMPANY, INC. ~ 


NAME TITLE/DEPT. 


COMPANY. 


629 Fifth Ave., Pelham, N. Y. 


ADDRESS. 


Ce te cares en as es reese ase eo eremenas 
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Ski Craze 


continued from page 46 


ty 


manufacturers, but 
kier demands for more variety are 
ncreasing at such a rapid rate that 
of ire many 
nore to get their share of this rich 
sarket. The possibilities are endless 
ind, like those of the jet age, are 
errifically exciting. Skiers want ever 


thing from stylish headgear for the 


} 


opportunities for 


ici who are in the social whirl 
luxuriously fabricated parkas, to open 
eave, insulated underwear to keep 
them warm-dry and comfortable out 
ind indoors, soft-colored stretch 

to ultra-luxurious knit sweaters 

An important tre nd in ski wear for 


iarketers to bear in 


mind is this 
VV h il skie rs wear 1S becoming a fash 


ym pace-setter in the U.S Although 
, no statistics to prove it 
is a group are probably more 
ve to changes in stvle than non 
nd are quick to pick up “some 
different Ski sweaters fou 
sell like mad for regular 
specialty clothing stores. Ski 
spectator coats 
t ( illed ire 
suburban Or exurban house wives 
I After-ski stretch 
1 not ind should not be 
skiers The thing 
ifter-ski boots, fur and gay- 
parkas 
shouldn't the housewife in 
Moline, Ill.; or San 


ir these clothes when 


whatever 


in great demand 


iC} families 


Sarne 


Conn 


home town? This is 
¢ winter clothes market—but 
It’s the 
it 1s important to market 


ire the pace setters 


has a glamoun 


hye sold to the 


about it 


ve neral 


elamour will he Ip sell to the 


public hard marketing can 
penetrate specili fields. Gen 
speaking, anv rugged fall or 
sport is a potential 

This tvpe of 
but there 
pportunity for more and 
nanutac 


vinter outdoor 
ski clothing 

on TOW 

more 
capitalize on it 
pants in the sport 
up a pertect market 
stretch pants Cock 
l women waitresses 

sold colorful after-ski 

tretch pants drive-ins with late night 
ervice are be Ing sold ski parkas 
Ski accessories: In this field, mai 
keters will again find markets within 
markets manufacturers 
for example, will find a substantial 


Cosmetics 
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market for sunburn and windburn oils 
and creams, chap sticks and beauty 
cosmetics of all kinds for the lady 
skiers. Male skiers are using more 
and more protective preparations. 

For eyeglass and sunglass manu- 
facturers, there is a sizable market 
for goggles which are very necessary 
to skiers. For pharmaceutical houses, 
there is a market for first-aid kits and 
kits of over-the-counter drugs to ward 
off colds, chills. There is a big de- 
mand for such products as silicone 
sprays for waterproofing parkas, stretch 
pants, convertible automobile tops; 
also anti-fog sprays to keep eyeglasses 
and goggles from steaming. For 
travel to ski areas, there are demands 
for light-weight luggage, ski area 
maps, portable bars, all-purpose, wa- 
terproof duffle bags and knapsacks. 

Other products in the accessory 
category include wipe-on ski waxes, 
boot stretchers and trees, ski carriers, 
ski locks, name plates, key rings, 
electric ski waxers, ski sharpeners, 
portable tow ropes. 
limited 

The pre-school-set market: Market- 
ers will find that it is a bigger market 
in some respects than that of the 
adult skier set. More and more, en- 
tire families are invading ski areas. 
With enthusiasm for skiing mounting, 
parents want to get their voungsters 
on skis at an early age. Getting them 


The list is un- 


on skis is like planning a military 


expedition. There are always the 
logistics in keeping them supplied 
with clothing and equipment. Manu- 
facturers will find that there is a 


big market for just “spares” — mittens, 


socks, snowsuits, whatever will get 
wet. 

As soon as the youngster outgrows 
his snowsuits, he’s ready for a com- 
plete ski outfit — short skis, ski pants 
with suspenders, heavy sweaters, long 
underwear, fishnet long-johns and 
shirt, dannel pajamas. 

Ski travel: Skiers are travelers and 
they spend generously in preparing 
for their skiing vacations. Not only 
do they spend considerable money for 
all types of transportation, they buy 
extra ski equipment and accessories, 
new ski costumes, luggage, etc. A 
measure of the size of this market can 
be found in these statistics: 

A survey of Ski Magazine readers 
brought out that the average time 
Americans spend on skis is approxi- 
mately 17 days a year, the median, 
10 days. Another source, Skiing Pub- 
lishing Co., found that out of a sam- 
ple of 26,000 skiers, about 16.5% go 
skiing three week-ends a year; 22.5%, 
five week-ends; 16%, 

a vear. 


15 days or more 


European ski trips are rapidly in- 
creasing. The Austrian State Tourist 
Department estimates that about 4,000 
American skiers skied in Europe last 
season. French and Italian agencies 
report substantial increases in Ameri- 
can skier traffic. Transatlantic air car- 
riers registered increases in American 
skier traffic, ranging from 20% to 
129%. General Tours’ skier bookings 
doubled last season. Pan American 
World Airways reports that between 
3,400 to 3,700 people fly to Europe 
just to ski during the course of a 
vear. continued on page 112) 


PINE-PANELED INFORMALITY is the big draw of rustic ski lodges. Others offer all 
the glamour of a chic hotel. Marketing opportunities here cover the entire home 
and hotel building and furnishings fields, plus food, drink and entertainment. 


February 17, 1961 


MEET ME IN PHILLY... 


No, Sales Promotion Executives—that’s not Benjamin Franklin on top of 
the spire! 


It's William Penn. He started this whole thing called Philadelphia. But 
Benjamin Franklin promoted it. 


And a lot of other things . . . like kites, keys, liberty and the American way 
of life. 


lf you believe in the American way of Sales promotion, you'll want to be in 
Philadelphia for the 4th SPEA Convention. 


An exciting schedule of exhibits, informative lectures by well known key 
speakers—conferences . . . and of course, social activities promise to 
make this the top SPEA Conference to date. Make your reservations now! 


4th ANNUAL 


CONFERENCE 


APRIL 25-26-27 


SALES PROMOTION EXECUTIVES 


ASSOCIATION 


BENJAMIN FRANKLIN HOTEL 
Philadelphia, Pennsylvania 
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For full information write: 
SPEA, 1212 Chestnut St., Philadelphia 7, Penna. 
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Ski Craze 


continued 


Most airlines now offer European 
ski tour “pa kages.” For 
a ski 
group, skiers can go to Europe and 
back for as little as $225. Many ski 
clubs charter planes for their mem- 
In addition 
to regular scheduled airlines such as 
Pan American, Air France, Lufthansa, 
KLM Alitalia and others, 
there is a new organization, Air Chat 
te! Exc hange that 
trips. It 


American 


instance, if 


club can organize a big enough 


bers’ European ski trips 


OWISSAll 


specializes — in 
smaller 
scheduled 
a plane at the 


charte1 represents 
iirlines without 
service and can put 
disposal of a group of skiers on short 
notice 

Color and black-and-white movies: 
Movie producers will find there is an 
increasing demand for skiing movies, 
from ski clubs, ski shops, lodges and 
centers. At this 
time there are no figures on the extent 
of the market for rental films, but it 

reported to be substantial Ski 


I 
partic ularly rely 


ski area recreation 


heavily on 
Retail outlets find them valu- 
ski equipment 


schools 


the m 


ible In selling basic 


> Plus markets: Manufacturers entet 
Ing the 
m: the ski racing supply market 
electric 
watches 


skiing market can capitalize 


timing equipme nt and 
private 


stop 
trophies etc.; the 
cabin market 
are building them near their favorite 
ski areas; the ski-rental shop market 

these shops rent everything a skier 
needs, from skis and boots, to clothes; 
the skier gift market 
uch novelty items as fur chairlift seat 
belts 


immer fluids, fur nose wipers, easy 


many hard core skiers 


whic h in ludes 


pads, handwarmers muffs 


on chain-clips eveglass and goggle 
holders, etc.; the repall shop market 

vhich includes tools of all kinds, re 
pan venches, electric ski sharpeners 
and waxing machines; the ski club 


market 


their own club buildings so they can 


many clubs are planning for 


serve members with overnight accom 
nodations 

At the retail level: Marketers have 
ipproximately 3,200 retail outlets that 
selling ski equipment 
ind ski clothing In addition, more 
retail outlets 


stores 


specialize in 
ind nore such as de 


partment hardware stores 
sports shops, spec ialty shops, etc., are 
attracted to selling to skiing 
Throughout the 


dealers are crossing trade lines for 


being 
enthusiasts country 
dollar volume so far as skiing is con 
cemed 


The majoritv of skiers do most of 
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their buying in November and De- 
cember and during the end-of-the- 
season sale period. They are repeat 
customers who can be sold vear after 
vear. Skis, jackets, parkas and sweat- 
ers are the most commonly purchased 
items. With heavy national adver- 
tising of these items, and skiing be- 
coming more and more “fashionable,” 
there is a big demand. 

Manufacturers who want to get 
into the skiing market will find that 
the successful retail outlets have pre- 
season promotions in November and 
December, when interest and antici- 
pation are high. 

Marketers can also depend on most 
of the leading ski shops to schedule 
local advertising, direct mail, radio 
and television interviews before the 
season starts. In addition, ski fashion 
shows, film shows, equipment clinics, 
ski and service club speeches and 
exhibits are but a few of the promo- 
tions staged by retail outlets to start 
cash registers ringing early. This 
activity in the retail field is something 
manufacturers in many industries can 
capitalize on. Marketers who have 
new products to introduce should get 
an early start to take advantage of it. 

Trade shows: Their growth in 
recent reflects the increased 
popularity of skiing, and for manufac- 
turers phase of the 
market, they are important channels 
for introducing their products. For 


years 


entering any 


example, the New York Ski Trade 
Show held last April was the biggest 
in every respect. The number of buy- 
ers increased from 1,268 the year be- 
fore to nearly 2,000. Many exhibitors 
reported that they did as much 
business the first day (usually re- 
served for looking) as they did the 
entire vear before. 

Regional shows are increasingly 
scheduled and are better attended 
each year. At the Los Angeles show 
last year, over-all attendance was up 
30% over the year before. Attendance 
at the Denver show was also 
substantially increased, as it was at 
other regional shows throughout the 
country. 

What's ahead: In the vears to come, 
skiing is bound to grow even faster 
than it is now. The combination of 
winter resort market and ski market 
increases the potential. Most ski areas 
now are for skiers only, but more and 
more operators are thinking of 
offering skating, curling, tobogganing, 
sleigh riding, etc. The trend is 
increasing. Operators are beginning to 
compare their areas with Davos, St. 
Moritz, Kitzbuhel and other European 
areas that have been capitalizing on 
development into winter vacation 
resorts. As U. S. ski areas gain the 
cooperation of ski lodges, lift com- 
panies, restaurants in the areas, it will 
mean manv new markets for American 
manufacturers. @ AE 


they 


price $59.56. 


price, $39.43. 


ski pants. 


@ bought 48.1 ski sweaters. 


families (including themselves). 


Skiing Is Big Business 


Skiers travel far 


ski hard and often 
and clothing in very generous quantities. A sample survey* of 
100 hard-core skiers during the 


@ skied a total of 1,570 days; 52 of them took ski vacations 
(longer than a three-day week end) and spent a total of 652 days 
on their vacations; 3.3 skied in Europe and 9.3 skied in Canada. 


@ bought 48.5 pairs of skis at a cost of $2,888.66; average 
@ bought 22.7 pairs of ski boots at a cost of $895; average 


@ bought 54.4 pairs of ski 


stretch pants, 4.5 pairs of knickers and 17.3 pairs of non-stretch 


pants, 


®@ bought 41.6 ski jackets or parkas. 


@ have a total income of $875,675 for an average income of 
$8,756 a year; 32.3% have incomes of $10,000 or over; 49.1 
are heads of households, with a total of 123.8 skiers in their 


* Source: Fifth National Survey of Ski Magazine readers 


. buy equipment 


1959-60 season revealed that 


including 32.6 pairs of 
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you dont 

have to be in 
WHO'S WHO 
to Know 
WHAT'S WHAT 


If you're a candy manufacturer who wanted to know how many of 
your associates package their confections in heart-shaped boxes, 
Sales Management's 1961 SURVEY OF BUYING POWER couldn't 


possibly solve your problem. 


Even so, 278 leaders in the candy industry, plus nearly 34,000 other 
sales-minded executives, like yourself, in national and major regional 
marketing organizations, eagerly await May !0th—the publication 
date of the bible of marketing data. Your response-to, and belief 
in, the SURVEY OF BUYING POWER has made it over a period of 
32 years the unquestioned source document on which are based 
decisions for buying space and time, locating sales soft spots, 
planning distribution, allocating the advertising dollar, mapping 
sales territories, locating plant or warehouse sites and studying in 
depth the changing economic patterns of metropolitan areas. 


The 1961 SURVEY OF BUYING POWER, the end result of a year's 
specialized preparation, over three decades of planning and modi- 
fication, contains the raw material from which you can consistently, 
confidently, prepare sales potentials for the entire range of goods, 
products and services. 


Whether you're a candy maker, cargo mover, cigarette manufac- 
turer—whatever your line of commercial sales—you hold your per- 
sonal key to essential marketing data, with the SURVEY OF BUYING 
POWER. It undoubtedly will be the most important, most effective 
marketing data publication you will have at your disposal in 1961. 
Mark May 10 on your calendar. 


| 
Sides , P 


1961 SURVEY OF BUYING POWER 
$5 Each Additional Copy 


16611 
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NOW FLYING ! 
WORLDS FASTEST 
JETLINERS ! 


NEW CONVAIR 880% SERVING... 


ERDALE 
* NEW YOR 
é 


* 


+ MONTREAL WIR figs 


Selling to 
EUROPE? 


Many of the leading American 
Corporations have opened offices 
in Europe to participate in the 
expansion of this market 


and to follow from close quarters 


rapid 


tne economic 
Common Market 
You don’t have 
trouble—and 


developments 
EFTA 

to go to the 
heavy expense—of 
setting up your own office in 
Europe, it is cheaper and more 


effective to appoint a 
European Representative 


with headquarters in Switzer- 
land Business Executive, 


35, well educated, 3 languages, 


Swiss 


with wide experience in_ inter- 


national trade in Europe (and 
also in Asia) wishes to represent 
1 or 2 American firms. He would 
agents/ distributors in 
the various countries, visit them 
and guide 
activities, keep 
you up-to-date on developments 
look after 
interests in general 


appoint 


regularly, 
their 


supervise 
marketing 
n — ' j 
in Europe anc your 
Please write 


to Box 250 Sales Management 


BETHLEHEM 


Easiest o 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Admiral Sales Corp., Chicago, Ill. — 
Samuel Schwartzstein appointed vice 
president in charge of distributing 


branches 


American-Standard, Air Conditioning 
Div., New York, N.Y.—Robert J. Berk- 
shire named vice president of mar- 
keting. 


Avis Rent-a-Car System, Inc., Boston, 
Mass 


national sales manager 


Russell G. Collins appointed 


Bissell, Inc., Grand Rapids, Mich. — 
Peter J. King elected vice president- 
marketing 


Camera and _ Instrument 
Corp., Allen B. DuMont Laboratories 
Div., Clifton, N.J.—Roger Reynolds 
promoted to newly created position 


Fairchild 


of Government sales manager. 


The Journal Co., Milwaukee, Wis. — 
Irwin Maier, publisher, elected presi- 
dent; Lindsay Hoben appointed edi- 
tor of The Milwaukee Journal. 


Olin Mathieson Chemical Corp., New 
York, N. Y. — B. N. Schrauf appointed 


director of marketing for organic 


chemicals. 


Pittsburgh Plate Glass Co., Pitts- 
burgh—John W. German named man- 
ager, building products sales. 


Revlon, Inc., New York—Robert Op- 
penheim named director of market- 
ing for hair color. 


Storkline Furniture Corp., Chicago, 
Ill. — Joseph F. Zarish appointed vice 
president in charge of marketing. 


Strathmore Paper Co., West Spring- 
field, Mass. — Robert B. Clark, Jr., 


named general sales manager. 


Sun Oil Co., Philadelphia—Elmer R. 
Bradley and Marcus A. Markley ap- 


pointed general sales managers. 


Textron 
Chester, 


Inc., Homelite Div., Port 
N.Y.—Robert P. Straetz ap- 
vice president and 


pointed sales 


manager. 


Thompson Ramo Wooldridge, Inc., 
Dage Div., Michigan Citv, Ind.—K. F. 
Petersen named general sales man- 


ager. 


Union Carbide Corp., Plastic Films, 
Visking Co., Chicago—Harry C. 
Bryne, Jr., appointed sales manager. 


United Air Lines, Inc., Chicago, Ill.— 
William E. Ryan promoted to super- 
intendent of commercial and Govern- 
ment sales. 


BUSINESS IN 
PHILADELPHIA? 


STAY at PHILADELPHIA’S ONLY CENTER CITY MOTOR HOTEL 


A 


=— 
. 


sme 


FRANKLIN MOTOR INN 


The Parkway at 22nd Street 


¢ 300 Air Conditioned Rooms 
¢ TV and Hi-Fi Radio in Each Room 
« 24 Hour Direct Dial Phones 


« Dining Room 
« Free Parking on Premises 


¢ Cocktail Lounge 


e Meeting Rooms for groups up to 150 


For rates and reservations 


Phone LOcust 8-8300 


Teletype PH 513 


Charles L. Cairo, Manager 
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ABC-TV Network 
Agency: Doyle, Dane & Bernbach, Inc. 

Advertising Checking Bureau 
Agency: Harris & Wilson, Inc. 

American Telephone & Telegraph Company 
—tLong Lines Dept. 

Agency: N. W. Ayer & Son, Inc. 

American Telephone & Telegraph Company 
—National Yeliow Pages Service ‘s 
Agency: Cunningham & Walsh, Inc. 

Anchor Hocking Glass Corp. ........... 48-49 
Agency: McCann-Marschalk Co. 

Architectural Record 

Armstrong Cork Company 
Agency: Batten, Barton, Durstine 

& Osborn, Inc. 

Associated Business Publications 

Agency: Van Brunt & Company 


CBS-Radio, C-O Stations ............. 
Agency: Sudier & Hennessey 
Chemical Engineering 
Agency: Royal & DeGuzman 
Chevrolet Motor Div., 
General Motors Corp. 
Agency: Campbell-Ewald Company 
Chicago Tribune 
Agency: Foote, Cone & Belding 
Chilton Company 
Agency: Gray & Rogers Advertising 
Cincinnati Enquirer 
Agency: Stockton West Burkhart Inc. 
Crosley Broadcasting Corp. ............ 54-55 
Agency: The Ralph H. Jones Company 


Denver Chicago Trucking Company 

Agency: Galen E. Broyles Company 
Detroit News 

Agency: W. B. Doner Company 
Dryden-East Hotel 

Agency: Daniel & Charles Inc 


Eastman Kodak Compcny 
(Premium Trade) 
Agency: J. Walter Thompson Company 
Emery Air Freight 
Agency: J. M. Mathes, Inc. 


Factory 

Agency: Royal & DeGuzman 
Family Weekly 

Agency: Tobias, O'Niel & Gallay, Inc. 
Faultless Rubber Company 

Agency: Howard Swink Advertising 

Agency, Inc. 

Field Enterprises 

(Chicago Sun Times Daily News) 

Agency: Earle Ludgin & Company 
Fort Worth Star Telegram 

Agency: Rowland Broiles Company 
Franklin Motor Inn 


Good Housekeeping 

Agency: Ellington & Company 
Greensboro News-Record 

Agency: Henry J. Kaufman & Associates 
Grit Publishing Company 

Agency: Gray & Rogers Advertising 


Heating, Piping & Air Conditioning 
Agency: McLain & Associates 
Hertz Corp 
Agency: y realy Louis & Brorby, Inc. 
Hinde & Dauch Division 
West Va. Pulp & Paper Co. 
Agency: Howard Swink Advertising 
Agency, Inc. 
Hospitals, Journal of 
American Hospital Association 
Agency: Bernard J. Hahn & Associates 


Industrial Equipment News 
Agency: T. N. Palmer & Company, Inc. 


Kennedy Car Liner Company 
Agency: R. J. Poorman & Associates, Inc 


Agency: McCann-Erickson 
Los Angeles Herald Express 
Agency: Summit Advertising 
Lufthansa German Airlines 
Agency: D'Arcy Advertising Agency 


ADVERTISERS' INDEX 


SABBWBWWBBWBWWBWBWBWe BeBe Sees seea’ 


This index is provided as an additional service. 
The publisher does not asewme any liability for 
errors or omissions. 


ADVERTISING SALES 


EXECUTIVE VICE-PRESIDENT 
Randy Brown 


PROMOTION MANAGER 
Richard Ehrlich 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
Philip L. Patterson, Don O’Fee, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; Thomas S. _ Turner, 
Western Sales Manager; Robert 
T. Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—John W. Pearce, 
Pacific Coast Manager, 3055 
Wilshire Blvd., Suite 204, Los 
Angeles 5, Calif., DUnkirk 
5-0235; Warwick S. Carpenter, 
Director of Marketing, Western 
Area, 731 E. Figueroa St., Santa 
Barbara, Calif., WOodland 
2-3612. 


Washington, D. C.—Ormond O. 
Black, Southern Manager, Mez- 
zanine, The Willard Hotel, 14th 
St. & Pennsylvania Ave., N.W., 
Washington 4, D. C., District 


Agency: Grey Advertising Agency 
McClatchy Newspapers 

Agency: J. Walter Thompson Company 
McGraw-Hill Publishing Company 

Agency: Fuller & Smith & Ross Inc. 
Market Statistics 
Marsteller, Rickard, Gebhardt 

& Reed, Inc. 
Joshua Meier & ong! 

Agency: Preiss & Brown, Inc. 


Memphis Publishing Company 
Agency: Archer & Woodbury, Inc 
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Midwest Farm Paper Unit 

Agency: MacManus, John & Adams, Inc. 
Milwaukee Journal 

Agency: Klau-Van Pietersom-Dunlap, Inc. 
Minolta Cameras 

Agency: E. T. Howard Company 
Moline Dispatch 

Agency: Clem T. Hanson Company 
Multi-Color Process Company 

Agency: Louis A. Brandenburg Company 


New York Journal American 
Agency: Kastor Hilton Chesley Clifford 
& Atherton, Inc. 
New Yorker 
Agency: Chirurg & Cairns, Inc. 
Northeast Airlines, Inc. 
Agency: J. Walter Thompson Company 


Packaging Corp. of America 

Agency: Carr Liggett Advertising, Inc. 
Packer Corp. 

Agency: Gillham Advertising Agency 
Perrygraf Corp 

Agency: Richard N. Meltzer Advertising 
Edward Petry & Company 

Agency: The Wesley Associates, Inc. 
Phoenix Gazette & Republic 

Agency: Jennings & Thompson 

Advertising, Inc. 

Plymouth Division, Chrysler Corp. 

Agency: N. W. Ayer & Son, Inc. 
Pontiac Division, General Motors Corp. . 

Agency: MacManus, John & Adams, Inc. 
Pontiac Press 

Agency: Lares Cleveland, Inc. 
Premium Service Company 

Agency: S. E. Zubrow, Inc. 
Purchasing 

Agency: Gray & Rogers Advertising 


Rock Island Argus 
Agency: Clem T. Hanson Company 
Rockford Newspapers 
Agency: Cummings, Brand & 
McPherson, Inc 
Royal McBee Corp. 
Agency: Young & Rubicam, Inc. 


Sales Promotion Executives 
Association © 
Sales Management 
Sales Meetings 
Sanborn Map Company 
Agency: Kirschner & Company 
San Francisco Examiner 
Agency: Long Advertising 
Saturday Evening Post 
Agency: Batten, Barton, Durstine 
& Osborn, Inc. 
Stein Brothers Mfg. Co. (Stebco) 
Agency: Charles Advertising 
Successful Farmin 
Agency: L. E. McGivena & Company 
Sweet's Catalog Service 
Agency: Muller, Jordan & Herrick 
Syracuse Newspapers 
Agency: Doug Johnson & Associates 


Troy Record Newspapers 


United Air Lines 
Agency: N. W. Ayer & Son, | 


Viewlex, Inc. 
Agency: Marwel Advertising, Inc 
Volume Feeding Management 
Agency: Schuyler Hopper Company 


WBTV (Charlotte, N. C.) 
Agency: Kincaid Advertising 
WHO-TV (Des Moines) 
Agency: Doe-Anderson Advertising 
Agency, Inc. 
Western Union Telegraph Company 
Agency: Benton & Bowles, Inc. 
Willard Hotel 
Williams & Anderson 
Agency: Horton Church & Goff, Inc. 
Worcester Telegram & Gazette 
Agency: C. Jerry Spaulding 
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THE SCRATCH PAD 


Sixtv-three 


Battle ship 


vears ago this week, the 
Maine 
Harbor 

with Spain and Cuba’s independence 
Oriente P 


was blown up in 


Havana triggering our war 
vince pape rs please copy 
* 
Dive Split decision 
e 
Nice 
ror Harper 


ind the 


tune 
“Holiday-time 
giving is easy.” 

+ 


switch on a Gershwin 


bourbon 


Just 
reader 


the sky 


wisecracking I suspect, a 


savs Hawaii voted for poi-in 
e 


Los Gatos, Cal.: “ 


Slogan for It’s the 


4 it ‘ 
e 
Isn't Schick’s 3-speed argument a 
gimmick > To me, the TOP speed 
I ANY whisker-whacke 
. 


est in 


Pessimist: A driver who puts tire- 
hains on snow-tires 
car in the 
to Florida 


fornia 


then leaves the 
and takes the train 
or Southern Cali- 


garage 


Arizona 


7 
Our Pratt Falls correspondent savs 
the first Hloor-wax ad of record was in 
times and read: 
Washington Slipped Here.” 

© 
Padded cubicle: Soft cell 
* 
“From the first 
it, vou will know 
future ahead of vou.” 


Where else? 


colonial “General 


moment you play 
a wonderful 


Organ 


there’s 


Conn 


< 

ruler 

I hate.” 
* 


on 12 in 


“I like my job 
work 


Old-timer: One who can remember 


when trap-drummers were percussion 
ind not exhibitionists 
« 
Bachelor's Beef 
The Children’s Hour, 
Sad to say 
Has been « xpanded 
To a dav 
e 
The World Almanac shows 26 of 
our 50 states with Indian names, vet 
they are not ugh-ly. (Hey 
it out! 


Harry, cut 


a 
No, Kasavubu, I 


don’t 
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BY T. HARRY THOMPSON 


Dale Carnegie Institute would go for 
vour lithoglyph: “The House That 
Yack Built.” 
e 
Incidentally, Dale would flip in his 
sarcophagus if he could see Art Link- 
letter and Garrv Moore jam. their 
hands into their pants pockets. He 
booed on that stance. 
e 
\ shameless punster says one of the 
Gabor buys those kidney-cut 
gowns on the Zsa Zsa Strip. 
. 


sisters 


Matt: “She 
head high.” 
Catt: “That's to 
double chin!” 


sure carries her 


hide the 


The epic “Gone With the Wind” 
seems more and more like a ghost 
picture, with Clark Gable, Ona Mun- 
son, Harry Davenport, Hattie Mc- 
Daniel, and author Margaret Mitchell 
already behind the Pearl Curtain. 

e 


There are few more belittling re- 
marks than calling someone a “bird- 
brain.” However, the birds are smarter 
than most of us. At the first flurry of 
snow, they pack their 2-suiters and 
head for the sunny southland. When 
they are reasonably sure that ice is 
just something over which to pour 
rye, they head north again. And have 
you ever watched a sea gull drop a 
clam from 40 feet in the air to break 
the shell on the hard beach? Only 
jail-birds are stupid! 

. 


“The Life Savers Family proudly 
announces a new addition. The name 
is Cin-O-Mon . . .” I’ve got news for 
the proud parents The family album 
shows a Cin-O-Mon back there in 
prehistoric 1919. 


A Monograph on 


The hog instinct, 


There 


You order a set of tires from 
your car. 


your larger model takes 8.00 by 
he’s right. 
what he had in stock! 
An announcer for 


tells you to take “ 
lay out? 


one or two” 


Two, not one. 


and show 
or bottles, 


average family. 


simply bad sales psychology. 


‘Porcine Proclivities’ 


as I shall call it in basic 
very nature a deterrent to sales. 


is the gas station attendant. 
and, because “fill” rimes with “spill,” 
Gas on the ground will get you nowhere. 


It sells you 7.60 by 15 tires for your hardtop. When 
you are up for new tires again, another dealer tells you that 


Your suspicious nature makes you wonder if your 
regular serviceman pushed the smaller tread because that’s 


a headache remedy, or 
tablets. 
A cereal advertiser dumps enough 
breakfast food into a bowl for a zebra. 


The vendors of wines, beers, and soft drinks get carried away 


the refrigerator clogged with their decanters, 
leaving no room for milk. Food advertisers ladle out 
enough of their product for a Boy Scout jamboree and not an 


Piggishness is not a pretty trait. 


English, 


is by its 


You tell him to fill it up, 
he proceeds to slop it over. 


the factory branch that services 


15, and common sense tells you 


any proprietary, 


But how many does he 


cans, 


If it repels prospects, it is 
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ee This year advertisers will shell out $12 
billion to woo the American family. What 
are your chances of standing out from 
the rest—and getting people to pick your 
brand? Your job will be a lot easier if 
you start with the right medium. A mag- 
azine people turn to every week with 
fresh interest (not frozen indifference). 

A magazine that’s well-rounded. 
Well-seasoned. With a flavor that 
brings readers back for more. What 

you need is The Saturday Evening 

\ Post! The average reader sees 
your Post ad page 37% more times 

y than the same ad in the other big 
weekly. And these repeat expo- 

sures in the Post really pay off. 

_The new Rochester Study indi- 

cates that two exposures of an 

ad page in a single issue of the 

Post have twice the effect of one 

on the reader’s willingness to 

buy your brand. So make sure 

you harvest a bumper crop of cus- 

tomers in ’61. Do your planting 

in The Saturday Evening Post. 


A CURTIS MAGAZINE 


THE SATURDAY EVENING 


THE INFLUENTIALS’ MAGAZINE 
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Four facts about the Chines Tribune 
that every advertiser should know 


Do.iaR for dollar of your 1961 3. The Tribune reaches your 
advertising budget, the Tribune best possible prospects. By 
will move more of your merchan- virtue of their higher income, 
dise in the Chicago market than employment and educational 
any other medium. Here’s why: Scala. Teiiniie rasan ave Het 


THE TRIBUNE 


1. The Tribune provides a 
highly specialized knowledge 
of this market and of its own 
audience. Solidly based on 
years of research, these find- 
ings help you devise a sound 
marketing strategy for Chi- 
cago. 

2. The Tribune reaches the 
largest audience —over 1,220,- 
000 Sunday; nearly 900,000 
daily. This is hundreds of 
thousands more families in this 
market than are reached by 
any other medium. 


ter customers for almost any 
product or service. 


4. The Tribune is preferred by 
advertisers. During 1960, they 
invested an all-time high of 
$72,000,000 in the Tribune— 
$50,000,000 more than they 
spent in any other Chicago 
newspaper. 


Most advertisers make the Trib- 
une their basic buy in Chicago. 
Why not put its superior selling 
force to work for you in 1961? 


More readers...more advertising ...more results— 


GETS ’EM IN CHICAGO! 


